l has 


athu- 
tiser. 
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Rough Proofs 


Standard Oil of Indiana is urging 


1otorists to conserve paper by 
aking road maps go further, and 
ff course it won’t be mad if the 


\otorists decide to go further. 
-— — OF 


With manufacture of golf equip- 
ent on the way out, the Terrible 
rempered Mr. Bangs, who always 
aps his club around a tree after 
poor shot, 
learn to restrain himself. 


., = & 


If Chesterfield commercials con- 
tinue to be sung to light opera 
tunes, Gilbert & Sullivan may be 
expected to apply for honorary 
membership in ASCAP. 


7. FT = 


After fooling around in secondary 
positions for a few months, Jack 
Benny has again climbed back to 
the top spot in radio listening. To 
lead or not to lead, that is the ques- 
tion. 

v v v 


Tire manufacturers are trying to 
help their dealers stay in business 
by selling everything from garden 
tools to sports equipment. But in 
this hectic game of stock replace- 
ment, a merchant is never more 
than one jump ahead of the WPB 


~~ ww * 


With manufacture of toys made 
of metals, plastics and other critical 
materials to be discontinued June 
30, the march of the wooden sol- 
diers is going to be more exciting 
than ever. 

ae 


Davey O’Brien, who thought the 
invasion of his privacy through the 
use of his picture on a 1939 Pabst 
calendar called for big damages, 
may now admit that he has more 
privacy than he knows what to do 
with. 

a 


And Bryant Baker is suing Con- 
tinental Oil for using a picture of 
his statue of the Pioneer Woman on 
a travel folder, evidently not be- 
lieving that sculptures are made to 
be seen and not heard. 


a ae 


In spite of the fact 
are 


researchers 
agreed that the class market is 
a thing of the past, an ad addressed 
to the elite last week was headed, 
“New 1942 Oldsmobiles for Sale.” 


vse 


The Milk Foundation has discov- 


ered that what the product lacks is 
emotional appeal. But did you 
ever hear a nine-months-old com- 
menting on a delayed bottle de- 
livery? 
a a 

The ice industry, noting what 
has happened to electrical refriger- 
ition, will boost advertising expen- 
ditures this year from $2,000,000 to 


$5,000,000. Aw, say, don’t hit a 
feller when he is down. 

— 
Washington news reports indi- 


ate that the good old days when a 


Politician who couldn’t take criti- 
ism wanted to slug it out with the 
edit are here again in all their 
Zlor 

a 


The best things in life are free, 
‘ny dyed-in-the-wool baseball fan 
will gladly trade the cuffs on his 
Pant: for a little sunshine on open- 
NB cay. 

Copy Cus. 


is going to have to) 


READERS LIKED THESE TWO ADS 


Te Gr 4 Agmbingtion of tt bind Nant Nbby sys 


YU 
DEFINITELY MILDER 
COOLER. SMOKING 
SETTER-TASTING 


You con took the country over 
you wan't bed another cagerctte that 
hugh os Chesterteld for the thongs 

re realy want (hesterteld » . . . . 
mom of the world » best cwge- 
rette tobsceos i way out in front hor mulde 
a and tor beter taste 


: ~ Che terficld 


_ = WOHT COMBINATION of the world’s best Wt bes cigorete sabes tobaccos 


Top wbiie x per line per 100,000 readers for national 


r r ¢, women always think 
advertising during the first 42 Continuing Studies of — &)) Puit.s !ermencepton heir 
Newspaper Reading went to this Chesterfield ad (6 cols. ‘eee 
by 124 lines) in the March 21, 1940, Herald, Rutland, Vt. = 4s." se" ad te nw ew 
It was reed by 52 per cent of men readers and 55 per ; 1 ve oe ‘UPton m8 


cent of the women, gaining 69.9 male readers per line 
per 100,000 readers, and 73.9 women per line per 100,000 
readers. 

All-time champion in women readers per line per 
100,000 readers was the one column, 9I-line Lipton's tea 
advertisement on page 2 of the Leader, Manchester, N. H., for Wednesday, 
March 27, 1940. It attracted six per cent of men readers, 29 per cent of the 

women, and rated 318.7 women readers per line, per 100,000 readers. 


LIPTON’ § TEA 


“world-famous for flavor" 


Summary of 42 Newspaper 


|esting than 


Reading Studies Released 


Breakdowns by City 
Size and Economic 

Status Are Included 
New York, April 10. 


readers, especially 
advertising as 


Tru-Test Searches 
for Hardware 
Replacement Lines 


By 


Newspaper 
women, find 
a whole more inter- 
such inside “service” 
features as comics, editorials, and 
radio programs. 

This general conclusion is reached 


JOHN CRICHTON 


in the third annual general sum- Chicago, ra 6. oe 
mary of the Continuing Study of distressed hat ware dea ers anc 
Newspaper Reading released today distributors, Tru-Test Marketing 


and Merchandising Organization is 
seeking to find alternate lines to re- 
place curtailed goods, and the list 
'of substitutes far developed 
ranges from furniture to cosmetics. 

In a sense, the grief now descend- 


by the Advertising Research Foun- 
dation, based on the first 42 exami- 
nations of individual newspapers in 
the United States and Canada. 


The 80-page report summarizes a 


sO 


Merchandisers Set to Cope 
with Most WPB Restrictions 


Bottles and Bigger 
Sizes Feature New 


Brewery Campaigns 


Makers Emphasize the 
Economy of 'Jumbo" 
Beer Bottles 


By JOHN B. MILLER 


April 9.—The _ once- 
familiar can of beer dropped fur- 
ther into the background this week 
as major manufacturers, converting 
their advertising well their 
packaging, swung emphasis to the 
bottled product 
quart, economy size. 

Pabst Sales Company, in 
space newspaper copy, 
attempt to conceal the fact that 
beer will no longer be available in 
tins but uses a patriotic appeal to 
consumers in pointing out that 
far as the 


Chicago, 
as 


as 


large- 


as 


including the full- | 


makes no} 


Wave of Orders Hits 
Many Lines, But 
Shock Is Cushioned 


BY HAL BURNETT 

New York, April 10.—Business as 
usual is out, but not business. 

That, in a nutshell, was the ob- 
jective reaction advertising men 
gave to the week’s series of major 
War Production Board orders affect- 
ing consumer durable goods, wom- 
en’s styles, canned soups, beverages, 
and building construction. 

All were orders designed to speed 


up the transition of American in- 
dustry from a peacetime, or “de- 
fense” economy to war effort. But 


all were orders carefully formulated 


to secure maximum results with 
minimum confusion and disloca- 
| tions. 

And, as production, sales, and ad- 


vertising executives appraised each 
order for its effect on their own 
| business, they found clarification of 
| many of the uncertainties that had 
| prevented clear formulation of mar- 
| keting plans for the immediate fu- 
| ture. 


Pabst can is concerned, 
“He’s in the Army now.’ Since | Most important order of the week 
tin ‘containers were drafted by i'was that enumerating a list of dur- 
Uncle Sam, the headline declares, | “>! consumer products, production 
Pabst Blue Ribbon bottles have | Of which will ve halted partially 
been kept twice as busy. }or completely in the near fu- 
Greater use of larger bottles,| Ure. (See details on Page 14). In 


holding a full quart of the beverage, 
is indicated by 
of at least two breweries, 
“more for your money” themes in 
conjunction with these large 
In Detroit, the Pfeiffer Brewing 
Company, in its largest advertising 
program for some time, is. pro- 
moting a quart “Jumbo” bottle, 
which holds five glasses or two and 
one-half times the quantity con- 
tained in the standard bottle. Copy 
stressing the economy of the larger 
bottle is being carried in newspa- 
pers throughout the state. 

Opening gun in the newspaper 
campaign was a 94-inch ad in three 
Detroit dailies, spaced several days 

(Continued on Page 33) 


featuring 


SIZes. 


total of 18,000 interviews from 
coast to coast, and contains 26|'!"8 upon the hardware dealers is 
charts, 109 statistical tables, and 16 (Continued on Page 34) 
pages of conclusions. 

(Readable reproductions of 11 
national advertisements which 


topped their classifications in read- 
ership among men and women in 
the 42 studies thus far made by the 
Continuing Study of Newspaper 
Reading appear on Pages 24 and 25 
of this issue.) 


Minneapolis, 
Black Bread, No!” 
time institutional advertisement to 
to coast Sunday, April 12. Copy 
nutritional drive with an appeal to 


Pillsbury Flour Mills Company has scheduled 


of 875 lines, 


Last Minute News Flashes 
“No Black Bread,” Pillsbury Copy Promises 


April 10.—With the arresting headline, 


Yes. 
a one- 
34 newspapers from coast 
supporting the current 
consumers to eat more white bread, 


“Blackouts, 


appear in 


According to the Foundation’s) Will appear in metropolitan cities. The same message will run Monday 
report the number of women read- in the Chicago Journal of Commerce and Wall Street Journal and also 
ing one or more advertisements Will appear as a full page in Time. McCann-Erickson is the agency 
exceeded the number reading one - , . ss 
or more comics, or society news, or Philco Launches Campaign Using Editorial Cartoons 


pictures. On the same 
interest in newspaper 


Philadelphia, 
and monthly 


basis men’s 
advertising 


April 10. 
magazines, 


With copy breaking in May issues of weekly 
Philco Corporation will begin a new 


series of 


equaled their interest in sports| war advertisements, featured by cartoons drawn by such artists as 
news or pictures, but was topped Herbert Johnson, Rollin Kirby, Rube Goldberg, Arthur Szyk, C. E. Sykes 
slightly by comics and editorial] and Carl Rose. The cartoons are editorial in style, and accompanying 
page. On the average 52 per cent! copy explains Philco’s participation in the war effort. Each advertise- 


of the men and 58 per 
(Continued on 


cent of the ment offers a full-size 


Page 30) 


Washington, D. C., April 10. 


DIRECTORY OF FEATURES 
Ad-libbing 12 a 


reproduction of the 


original drawing to readers 


WPB to Ban Lighted Signs in Power Shortage Areas 
Outdoor 
serious blow next week upon issuance by the 


advertising 
War 


will be dealt a 
Production Board of 


power conservation order banning lighted signs in power shortage 
Admen in the Armed Forces 27 areas, it was learned today. The purpose of the order will be to make 
Business Digest 26 available machinery by which signs will be shut off automatically when 
ame - a power crisis looms in any area. 

ivworials 

Getting Personal 28 eee 
ieniaien for Advertisers 12 New York Central Plans Military Copy 
Listening Post 32 New York, April 10.—The New York Central System will run 400- 
Obituaries 32 line institutional advertisements in 50 newspapers in 20 principal “on- 
Photographic Review 35 line” cities starting April 13. Cartoon art will be used, with the headline, 
Rough Proofs 1 “Why Mr. Tupper Got an Upper. Copy will dramatize reasons why 
Test Campaigns 3! military responsibilities may affect the company’s service. Lord & 
Voice of the Advertiser 16 Thomas is the agency. 


current advertising | 


practically every case where orders 
had not previously been issued, the 
date for final cessation of production 
using critical materials was set from 
six to 10 weeks off, thus permitting 
manufacturers to build stocks 
which, added to present factory, 
wholesale, and retail inventories, 
would carry trade at reasonable 
levels for the remainder of the year. 
Most of these lines had already an- 


ticipated curtailment, were busy 
building inventories against a “stop 
order,” and were making rapid 


preparations for 
work. 


conversion to war 


Advertising a “Must” 


General reaction of advertising 
men in these fields was that the 
very existence of large durable con- 
sumer goods inventories in many 
lines would necessitate continua- 
tion of advertising “to sell goods” 
for the remainder of this year. 


Most highly publicized and dis- 
cussed order of the week in Man- 
hattan was WPB's “General 


Limitation Order L-85” on the vari- 
ous ready-to-wear clothing trades. 
Consensus in the trade, in the daily 
press, in business papers, and 
among the stylists of general con- 
sumer magazines was not only that 
the order was fair and liberal, but 
that WPB had established a new 
high in public relations in its issu- 
ance, 

The almost universal approval ac- 
corded the order was due in no 
small part to the fact that all wings 
of the industry, as well as fashion 
writers and editors on general mag- 
azines, business papers, and news- 
papers, participated frequently dur- 
ing the six weeks of conferences 
that preceded the announcement by 
H. Stanley Marcus, chief of the 
WPB apparel division. 

Mr. Marcus gave immediate and 
emphatic answer to the basic ques- 
tion in the mind of the entire indus- 
try, as well as advertising men: 
“Will style be regimented, will it 
be lost as a basic theme of all ap- 
parel advertising?” 


His answer was, “Fashion is with 
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ADVERTISING AGE 


April 13, 1942 


us and will be with us always. The 
flame of fashion can’t be quenched 
like that of a burning building. The 
order of the day is conservation, 
and fashion will cut its pattern to 
meet the existing and future sup- 
plies of cloth. The limitations con- 
tained in this order obviously 
restrict the designers in dimensions, 
but there is no reason to believe 
that new ideas won't transform 
those very limitations into a new 
expression of fashion.” 

Orders that momentarily con- 
fused some sectors of the advertis- 
ing business were Tuesday’s amend- 
ment to the WPB order M-81 on 
the use of tinned plate in canned 
soups, and the order restricting the 
use of tin plate in bottle closures 
for beverages. 

Some observers were prone to 
link these two orders with the can- 
cellation of two daytime network 
radio programs by the Campbell 
Soup Company, and the lapsing of 
the Coca-Cola “Spotlight Bands” 
series, for the past five months one 
of the mainstays 
Broadcasting System. 

H. F. Jones, advertising manager 
of Campbell Soup, in confirming the 
cancellation of the CBS “Lanny 
Ross” program on May 1, attributed 
this action to the cessation of pro- 
duction of the Franco-American 


of the Mutual | 


beans, following the issuance of the 
M-81 order in February, effective 
March 1. (ADVERTISING AGE, Feb. 
| 16). 

He stated, however, that the pro- 
grams dropped amounted to less 
than 10 per cent of the company’s 
total advertising expenditure, and 
that the fact that the broadcasts had 
continued to advertise Franco-Amer- 
ican products for two months after 
production had ceased, so _ that 
dealer stocks could be cleared, was 
indicative of his company’s policy. 


Clarifies Plans 


The effect of the amendment an- 
nounced Tuesday, in his opinion, 
was largely to clarify plans for an 
additional three months, concentrat- 


jing production in a wide group of | 


soups requiring the use of the 
larger cans, and_ establishing 
stronger concentrations in condensed 
soups, thus securing most efficient 
use of the tin plate stocks. 

No changes were anticipated in 
|\the CBS Amos ’n’ Andy or Bob 
Burns programs, nor in the com- 
pany’s extensive magazine sched- 
jules, he indicated. “Our wartime 
plans simply have to be made on a 
day-to-day basis,” he concluded. 

Effect of the amendment govern- 
ing condensed soups was largely to 
| permit manufacturers of “ready to 


Company and George A. Hormel Spaulding, and the large dealer co- 
Company, to swing into condensed | operative spot radio campaign using 


soup production. 

Producers of 
mixes 
but steady increases in sales and ad- 
vertising plans, although the largest 


dehydrated 


| the 
soup | are being continued for the present, 
generally anticipated slow,|although each phase of the cam- 


part of their production increases | 


were expected to go into export, 
where space and weight are impor- 
tant factors. No tremendous imme- 
diate expansion is possible in the 
dehydrated soup mixes because of 


“Singing Sam” transcriptions 


paign will be subject to appraisal at 
normal renewal dates. 
Lapse of the “Spotlight Band’”’ 


'contract was in no way due to the 


problems of securing ample cooking | 


facilities, such as copper and alum- 
inum kettles, and because of pack- 
aging problems. 

Although both Campbell 


Soup|company, which makes its 


WPB tin order affecting bottle 
crowns, the company insisted. 


Pepsi-Cola “Unaffected” 


Pepsi-Cola Company, according to 
Albert J. Goetz, advertising man- 


| ager, will not be affected by the ban 


The 
own 


on the use of tin in closures. 


Company and General Foods have|crowns, had on a voluntary basis 
been conducting intensive research | been using “black plate” sheet iron, 


in the preparation and packaging of | coated with lacquer alone, instead 


dehydrated soup mixes, neither firm | of tin plus lacquer for 60 days prior 


has succeeded as yet in developing | to the order. 


Advertising expendi- 


products of acceptable taste at a/tures for 1942 are running ahead of 


cost low enough to be major market 
factors. 

Representatives of the Coca-Cola 
Company confirmed expiration of 
the Mutual “Spotlight Bands” pro- 
gram, but indicated that the lapse 
was merely the normal conclusion 
of the winter series at the end of 
| its 26-week original contract. Plans 
|for next fall will depend on condi- 
'tions at that time. The CBS Sun- 
|day “Refreshment Time” program 


line of canned spaghetti, and canned | serve” soups, such as H. J. Heinz | with Andre Kostelanetz and Albert 


ONE OF A SERIES FEATURING THE MEN AND WOMEN WHO MAKE SONOVOX SERVICE 


As a child in Kansas City, Mis- 


the study of the violin, and was 
soon acclaimed as the possessor 
of a remarkable musical talent. 
After winning many local dis- 
tinctions, she won a five-year 
Fellowship at New York's 
famous Juilliard Graduate 
School of Music. In 1936, while 
on concert tour she met Gilbert 
Wright. They were married in 
1937. An artist of rare abilities, 
Margaret Royster Wright not 
only developed the technique of 
Sonovox articulation, but has 


work you 
radio. 


articulators whose 
‘iy now hear daily on the 
aa | 


iit | 


Presenting MARGARET ROYSTER WRIGHT, 


Ask the L. S. Patent Office “Who In- 


vented Sonovox?” and they will say, 


“Gilbert Wright.” But 
Wright himself, and he 
say—“Peggy and 1.” 
husbandly gallantry. 
Wright, with her energy, 


and her great musical talent, deserves 


much of the credit for the entire Sono- 


vox development. 


Nor is this mere 
Margaret Royster c. B. 


But most especially, 


helpmate of Sonovox 


ask Cilbert 
will certainly 


her versatility 


Feeds, Junket 


it was Peggy Wright who perfected the 


technique of Sonovox articulation 


sine qua non of talking and singing 


sound. 


So when you hear the Sonovoxed “sing- 
ing Novachord” on the Guy Lombardo 


program (Saturday nights on the Red 


WRIGHT-SONOVOX, INC. 


CHICAGO 


CHICAGO: (he \ Micheew 


Franklin G474 Plaza $-4141 


NEW YORK: 25> Port Ave 


the 


Jack Gum, ete., ete.! 


Network), you can remember Peggy 
Wright! Also when you hear the “talk- 
ing fog horn” on the Big Town program 
(Thursday nights on C. B. S.) and the 
Aunt Jenny program (every morning on 
S.)—also 
transcribed Sonovox announcements for 
Shell Oil, Vel, Palmolive Soap, Wayne 


when you hear the 


Quick Fudge Mix, Black 


Listen to Sonovox on any or all of those 


campaigns and you'll hear why “talking 


and singing sound” has become radio's 


biggest sensation in recent years. Then 


“Talking and Singing Sound” 


.... NEW YORK... . HOL 


FREE & PETERS, INC., Exclusive National Representatives 


SAN FRANCISCO: 
Sutter 4554 


te Setter 


HOLLYWOOD: 5552 \. Gordon 
Gladstone 4949 


write us direct for any facts you want 
or get in touch with any of the Free & 


Peters offices listed below. 


LYWOOD 


ATLANTA: 522 Palmer Bidg 
Main $667 


also trained most of the skilled | ; 
|year is expected to take up the en- 


the previous year, he reported, and 
no curtailment is under considera- | 
tion. 

Throughout the beverage field 
bottlers and brewers were shifting | 
to the use of tinless crowns, al- 


ing’ order was welcomed by many 


| 


souri, Margaret Royster took up | 


| 


| 
| 
| 


| although 


though all were anxiously awaiting 
issuance of WPB orders governing 
the use of “black plate” in bottle 
closures. No mass shift to larger 
bottles is anticipated, because of the 
difficulty of getting large quantities 
of new size bottles. 

The highly publicized “stop build- 


building supplies manufacturers, 
and by publications serving the 
building and construction industry. 
(For details of this order, see 
Page 32). 

Actually this order ended a five- 
month period of uncertainty and | 
confusion in the building and con- | 
struction field, and placed enforce- | 
ment “teeth” in the hands of the | 
WPB, spokesmen indicated. 

The biggest part of private con- 
struction had virtually ceased since 
the so-called “stop building” order 
of last November, although materi- 
als and labor were available in 
many cases. 

Actually the order permits con- 
struction already begun to continue, | 
except where materials or labor are 
needed in war production areas. 

Government construction this 


tire slack in the building industry, 
severe local dislocations 
may be felt. 

Department of Commerce, WPB, 
and Bureau of Labor statistics esti- 
mate 1942 war construction alone at 
approximately eleven billion dollars, 
as compared with approximately 
$10,811,000 total building in 1941. 

Advertising volume is expected to 
hold steady, emphasis in the con- 
sumer publications shifting largely 
to modernization. 


Dyke to Direct 
Advertising for 
OFF Division 


Washington, D. C., April 10.— 
Ken R. Dyke, director of advertis- | 


| ing and sales promotion of National | 


| wartime advertising activities ex- | 
cept radio. 


| liam B. 


Broadcasting Company, will become | 
director of the newly-created ad- | 
vertising division of the Office of | 
Facts and Figures, effective April 
27. His assignment will be to co- 
ordinate all industry government | 


The division will be one of four 
arms of the Bureau of Operations, 
under OFF Assistant Director Wil- 
Lewis, former Columbia 
Broadcasting System vice - presi-| 
dent. The other division heads are | 
Douglas Meservey, from NBC, | 
radio; Leo Rosten, writer and re- 
cent author of an analysis of Holly- | 
wood, movies; and Vaughn Flan-| 
nery, of Young & Rubicam, graph- | 
ics. | 

Mr. Dyke will work closely with | 
the Advertising Council and will! 
advise advertisers desiring to coop- 
erate in furtherance of the war 
effort. 


To World Broadcasting 


Preston H. Pumphrey, formerly 
manager of agency relations of 
| Broadcast Music, Inc., New York, 
has joined the station relations de-| 
| partment 
| System, New York. 


ee 


ADDED MILEAGE 


HAVE SHOES REPAIRED 


“TO CONSERVE LEATHER 


ror THE 


Army and the Navy 


The men in our Armed Forces require many million pairs 
of new shoes. and the anced is increasing daily, Thus. every 
individual is aiding when he or she obtains as much wear 
from shoes as is possible. You can add many extra miles 
of wear to your shoes by having them repaired with orw 
lavisible Half Soles. 


New Soles and Heels Will Make 
Shoes Wear and Look Like New 


Rcntee: Marte ad Mew Lentioers Are Sault A radiate 


rr amma: 


Beary oa of ches seced omer os aperemaiely ? oman ©! wie leather mae (eet of sae Neate, a read ye 
od woh Manpiied by nem ow cam we 


Serres 
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Using New Orleans newspapers, South- 
ern Leather Co., Memphis, launched last 
week what it believes is the first advertis- 
ing campaign to stimulate shoe repairing, 
thus adding “many extra miles of wear” 
to old shoes and saving leather, thread, 
eyelets and nails for millions of Army 
shoes. The new drive, which has drawn 
the interest of WPB officials, is sched- 
uled to run several weeks. 


of World Broadcasting’ 


Thayer Promoted 
“ Ld ° 
By “Advertising Age” 

Edwin F. Thayer, who has bee: 
advertising manager of Industria! 
Marketing for the past five years, 
has been appointed Eastern man- 
ager of ADVERTISING AGE, in charge 
of the New York office. Both are 
published by Advertising Publica- 
tions, Inc. 

Mr. Thayer will continue to serve 
Industrial Marketing as heretofore. 
He has had long experience in busi 
ness paper advertising and publish- 
ing. The change is effective imme- 
diately. 


Dr. I. OQ. Shortwaved 


WRCA and WNBI, NBC short 
wave outlets, have been included in 
the NBC network for Dr. I. Q., 
sponsored by Vick Chemical Com- 
pany for Vitamins Plus. Signature 
of the I. Q. program for the high 
frequency stations will bring to 19 
the total of commercial programs 
beamed to soldiers and_ sailors 
abroad. 


Little Leaves Rollins 


A. W. Little, formerly advertising 
and sales promotion manager of 
Rollins Hosiery Mills, Des Moines, 
has resigned after 15 years’ associa- 


| tion with the company. 


NEW HAVEN 
is Fst! 


The first railroad passenger ©*" 
equipped with ball bearings to ‘¢ 
duce noise and give smoother riding 
comfort were built in the shops 4t 
New Haven by the New Haven rail- 
road. Peculiarly a freight car “5 
the first to be equipped with »2!! 
bearings, not a passenger car. It “45 
used in 1901 to haul soft coal from 
the docks of New Haven and an ©" 
gine house at New London. 


Che New Haven Regisier 
NER mm 


(tn al el a Aa sae - a ' 


‘ hg ae pegs a * te a ee Oo e§ L gush: A Bare ee ; . eens — are 
BP ra at rel em oie : , - > e a ‘ ee Aes > < e pee By aia . aan; ery ¢ 
_ " hi RE EE Ee ————EEeEO7OyE0OeEEEE=E=EEEEE=E=E=E=E=EEEeee 
e La > 
Te 
oe ees Z NP 
ie ae : *. - 
i 
Be aes Pe 
ee a Po 
Bi ae ois 
ae tee 
ae 
ee Pe eee 
pent : 
: oat ‘eM ney 1 
ay ce SA 0 00 { 
= asec (BE 
= Soccamaracanswemes | 
ped cs Qotense tamge end Gonde 
Ys ; ee 
: 7 a ae 
eae 
io ae a 
i ae 
‘ LL e———EEeEOorTOrTEOTSSSSOSOO—e—— ] 
eee 8 " eg 
. Rc 79 4 
Secs i Te oe a , saat ei 7 3 an ee 
ere 1 ee Neder z es. a 
hoe eet bh PO 
a ie if avd! — a Ss, 
oS t ¥ ; ny i 7k i. ‘ . 
ee cae L a 
ee a i a es Ss q i = 
‘ be ote a ; | ; 
se  - i i eA: Eo ' 
> ' » - 
ail aes " he m | 
ees hy e534) oe 
a” PPL . he : 
wi 
re ; 
ail a 4 
a se w | 
ae eee 
ee 
a | 
anu Goes | 
ee | 
oo im | 
omy ee | 
roa *S, vas — j } 
i " | \ : “Fh 
ps | 2 ay Y 
4 i | oo : | 
a a Ps), 
} , .¥ 
eC | <= f 
1a f 
; / 
ae = 5 ; 
ica 4 
ee —— | . He BY. 
_____E 1} 
SS ee 
an aN 
, sii Seer ATTN 
, sl ie » ww - 
° Soa re 
| : | Po 
; L 
sis ) \\) a 
4 = oe 
, , . a ) 
— : — ] — — 
r a if 
6 Se , 
ie % ra e - ‘ : a 
ie % bye 4a ' es / “ : he 3! ma Sw © Jos ae) i Big ge es eo eat : os BS Vie © Pintle: Sg TE pe Ss * =. 5 <Q aS Be y: oe ~ Rijs 0 ane.” ts 
Me. \ Fe Si ass Ce. aR ota be PRE Me op eee Le ee aE - ee ass) AS. et a ps ee a 5, arenas Pe. a law 
5 % aS a eT ng A deat 2 Ae eee Bed * a 7 oe? ONS Ee aes a Pee RR) 3! eee ee Pee MAS ae ‘ ’ A aaeec’ Pan cee eee tke - he i ae 
; . y Fa } Se “ eS eo . ’ alae . ro < eo Ft nas ie: Pee. : ay Bed yes ate ea may een mer. Re i ee Ph 242 @ , 
¥ Lot a! ee ee é ae Se ere Bae he pie 2st he RS ea PERS ge ee POM eee ah et Rad ae aE Di Vo Mae ae fp? te an 


busi 
ylish- 
nme- 


er of 
loines, 
ssocia- 


— 


aN 


bee! 
tria! 
ears, 
nan- | 
arge 

| are @ 
lica- 
serve 
fore. 


April 13, 1942 


ADVERTISING AGE 


BUSINESS AS \(J)\\{-USUAL 


p> There may be little need for neckties 
during the days of ever-increasing priorities 
just ahead . . . when many a patriotic male 
faced with a shortage of razor blades proudly 
disports a home-grown vest and shirt pro- 
tector ensemble. 

Nor are buyers of advertising space im- 
mune to the far reaching implications of 
today’s changed mode of living. New mar- 
kets call for new media evaluations. Slide 


rule dexterity must be backed up by a keen 


p . S. Newsweek offers more readers in business, 
industry and government, per advertising dollar, than 
any other magazine. A large statement? Let us prove it! 


awareness of day to day changes in America’s 
consuming habits . . . and reading interests. 

And, in every current appraisal of media 
merits, Newsweek logically emerges with an 
Al1A priority rating. 

69 new advertisers during the first quarter 
of 1942--15°% more than in the same period 
that’s part of the record. Four 
three of them 


last year - 
new major editorial features 


dealing with affairs at the nation’s capital, 


G.H.Q. of America’s war production — have 
been added in recent months . . . further 
extending the scope of the unique publishing 
pattern that makes Newsweek so vital a 
force in today’s America. 

Small wonder then that prominent men in 
business and industry, as well as in public 
life echo Texas Senator Tom Connally’s 
recent words: ‘“‘I have found Newsweek an 


unusually fine source of information on 


public affairs.” 
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N ewsprint or 
Aluminum Is | 
Canada Problem 


Washington, D. C., April 8.—War 
Production Board officials must 
decide whether Canada is to con- 
tribute more aluminum to the war 
effort or less newsprint to American | 
newspapers, it was learned today. 
Representatives of the Canadian 
government have informed WPB 
that an impending power shortage 
will prevent an expansion of alumi- 
num production unless newsprint 
output is curtailed. 

In addition to being the chief 
source of newsprint for newspapers 
throughout this hemisphere, Can- 
ada is a major producer of alumi- 
num—perhaps the scarcest of all| 
war materials. Canadian magne- 
sium producing facilities are also 
being expanded and will have to| 
draw on the limited supply of 
hydro-electric power. 


No Present Danger 


The WPB Requirements Commit- 
tee, headed by William L. Batt, | 
materials director, is studying the 
problem at the specific request of | 
Canadian officials, it was learned. 
No decision has been reached as yet. | 


WPB sources said today that new 
Canadian aluminum plants would 
not be completed until fall and 
hence the possibility of a cut in 
newsprint output is not an imme- 
diate problem. 

WPB’s printing and _ publishing 
branch has not been asked to draw 
up any rationing plans or to make 
recommendations on _ curtailment. 
One official said that power had 
been recognized for some time as 
the chief difficulty in the newsprint 
outlook, but that his only knowl- 
edge of an “aluminum or news- 
print” request from Canadian offi- 
cials came from press reports. 

It was pointed out that newsprint 


producers themselves have yet to 
be heard from, and that some 
arrangements for switching news- 


print production from one mill to 
another may be possible. At any 


event, a crisis is not anticipated 


| before September. 


To “American Weekly” 


Edgar M. Swasey, formerly Pa- 
cific Coast divisional vice-president 
of The American Weekly, will re- 
join the organization in a sales ca- 
pacity April 13 with headquarters 
in New York. Following nearly 20 
years with the Hearst organization, 
Mr. Swasey spent several years 
with the Barron Collier organiza- 
tion and Parade. 


| 
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Television Status 
Batted Around af 
Industry Conclave 


No Decision Reached 
at FCC Meet, But 
Freeze Order Is Seen 


Washington, D. C., April 9.—Tele- 
vision’s wartime fate was discussed 
pro and con here today at an indus- 
try conference with the Federal 
Communications Commission, with 
spokesmen for various firms in the 
field presenting contrasting view- 
points amid strong indications that 


| 7 “ss 4 2 
FCC will issue some sort of a freeze 


order, if not commanding all tele- 


vision operations to cease for the 
duration. 
The problem is complicated by 


many factors, it was brought out, 
most of them involving either man- 
power or materials. The one clear 
fact that emerged from a_ three 
and one-half hour session is that 
whether television is kept alive or 
not, its usefulness as an advertis- 


10 Million Southern Motor 


The South’s 10,108,978" motor vehicles represent 
29.68% of the total registered motor vehicles in the 
United States. 71% of these are owned and operated 


Vehicles 


necessitating 


in towns of 25,000 population or less. The volume 


of service business for the small town dealer has 


frequently exceeded his new car volume. Regardless 


of the ear franchise held he has 


through necessity. to service all makes of cars and 
trucks, and often tractors as well. Service has been 
a byword with the small town dealer, and his car 


salesmen have always been service 


*Latest available registration figures. 


40% of All New Trucks 


been prepared, 


best results. 
cities are 
salesmen. too. 


Issues. 


. 
increased 


must be maintained, 


plants. along with over 50% of the total U.S. Army camps. 
Navy bases and flying fields located in the South, are 
furnishing transportation problems which must be met, 


transportation facilities which 


Forbes Says South Is Best 


Forbes Magazine each month lists those cities where 
sales managers and other executives can expect to obtain 
In the April 1 issue all 18 of the “BEST” 
in the South and Southwest, and over half of 
these have been consistently so listed for the past several 
The 14 “SECOND BEST” are also all Southern 


cities. Other business indices substantiate this portrayal 


During the past five years 40.12% of the nation’s 


total new truck sales have been made in the South 


and Southwest. 


\-2 rating on materials for truck and bus parts is 


extremely significant. 


market is in the Southern and Southwestern states. 


Increasing Defense Projects Boost Payrolls 


Construction of huge bomber plants like Vultee 


in Tennessee and Bell in Georgia is 


Southern payrolls and purchasing power. These new 


The recent OEM release granting 


Almost half this all-important 


automotive trade. 


of the South as the country’s most active market. 


SAJ Covers All 


Southern Automotive Journal is recognized as the most 
eflicient medium to reach all branches of the Southern 
Its 19,092 net paid subscribers include 
practically every Southern automotive jobber and dis- 


tributor on record, and the large majority of the im- 


adding daily to 


An even more important facet 


portant car dealers. garagemen, fleet operators and super 
service station owners from Delaware through Texas. 


69% of SAJ subscribers 


are in towns of 25.000 population or less. where 71% 


of the total cars and trucks of the South are owned and 


operated, 


For thorough Southern coverage. for a 


coverage in 


proportion to the vast sales opportunities in this No. 1 


automotive market. Southern 


GRANT BUILDING, ATLANTA, GEORGIA 


ognized as the one medium. 


Automotive Journal is ree- 
Write for details today. 


OTTON « ELECTRICAL SOUTH ¢ SOUTHERN HARDWARE ¢ SOUTHERN POWER and INDUSTRY 


ing medium cannot be realized until 
after the war. 

Equally clear was the belief ex- 
pressed by FCC and industry mem- 
bers alike that television is slated 
to play an important role in post- 
war reconstruction. Some witnesses 
pointed to this as a reason for keep- 
ing the new art alive and in run- 
ning condition so that no time may 
be lost when peace comes. A spokes- 
man for the Columbia Broadcasting 
System, on the other hand, said that 
if all operations were stopped now 
it would only take two and one-half 
months to “dust off the equipment” 
and start anew after war. 

May Be Suspended 


Commissioner T. A. M. Craven, 
the only technician among the seven 
FCC members, appeared to favor 
ordering television to a dead halt. 
He stressed the need of the armed 
forces for radio engineers, and de- 
| clared that research in electronics 
made in connection with the war 
|effort would lead to far greater ad- 
|vancement of the sight-and-sound 
art than a continuance of telecast- 
ing on the present basis. Favored 
almost unanimously was a reduction 
in the present FCC requirement that 
stations holding commercial licenses 
broadcast at least 15 hours each 
week. Commissioner Craven sug- 
gested at one point that a one hour 
minimum might suffice. 

Neither CBS nor the National 
Broadcasting Company took a firm 
position on continuance or discon- 
tinuance. Spokesmen said that there 
are so many factors to be weighed 
that decision should rest with an 
official body in possession of all the 
facts. 

Dr. C. B. Jolliffee said that NBC 
desires to preserve television only 
if it demonstrates its war useful- 


ness. B. J. Rowan of General Elec- 
tric Company asked that the status 
quo be maintained, and that G-E 


be permitted to operate on a com- 
mercial basis. Philco and Dumont 
spokesmen also asked that televi- 
sion be kept alive. 
Few Receivers Available 

There are few receivers on the 
market now and virtually none be- 
ing made. G-E has a stock of 600. 
Dumont is making 25 a month and 
has materials on hand to produce 
247 more, if the WPB grants per- 
mission. Estimated numbers of re- 
ceivers in the hands of the public 


now include 5,000 in the New York | 


City area, 125 around Schenectady, 
400 in Philadelphia, 400 in Los 
Angeles, and 150-200 in Chicago. 
The National Television System 
Committee asked, through Chair- 
man Dr. W. R. G. Baker of G-E, 
that existing FCC standards be 
frozen for the duration. Color tele- 
vision is not sufficiently advanced to 


warrant adoption of standards, he, 


said. 


Industry Editors 
to Hold ‘Victory’ 
Parley Next Month 


(Picture on Page 35) 

Chicago, April 9.—The quick dis- 
semination of vital and government- 
approved wartime information 
through editorial and news chan- 
nels will come in for special atten- 
tion of editors and other members 
of the press at the first annual con- 
vention—the Victory Conference 
of the National Council of Indus- 
trial Editors’ Associations at the 
Drake Hotel May 14-16. 

High officials of the Treasury 
Department, OCD, FBI and WPB 
are on the speakers’ list and tenta- 
tive plans call for the appearance 
of the WPB chief, Donald Nelson, 
to give a personal message to the 
editors. Experts on various subjects 
are slated to conduct clinics on 
individual problems in all phases 
of editing and publishing, and ex- 
hibits are planned by suppliers. 


Garth Bentley, of the Seng Com- | 


pany, is president of the Council, 
which is comprised of 11 industrial 
editor councils and _ associations. 
Howard Marple, Monsanto Chemi- 
cal Company, St. Louis, is chairman 
of the convention committee In- 
formation or registrations are to be 
obtained from Marguerite Sam- 
mons, Secretary, Room 1934. Pure 
| Oil bldg., Chicago. 


TO CONSUMERS 


<% > 
2% 
is 


Conserve Sugar-Do not Waste It! 


American Sugar Refining Co. has an- 
nounced withdrawal of its granulated 
line in certain markets in accordance 
with the WPB sugar allocation order. This 
540-line copy, followed by a second mes- 
sage, was carried in metropolitan dailies 
in Florida, South Carolina, Georgia, 
Michigan and Wisconsin. No follow-up 
is contemplated. N. W. Ayer & Son is 
the agency. 


Lithographers File 
Monopoly Charges 

Monopoly charges against the 
National Screen Service Corpora- 
tion, New York, have been filed in 
federal court at Philadelphia as the 
result of action taken by 13 dis- 
tributors of lithographs and other 
advertising material for the motion 
picture industry. 

The plaintiffs, who termed them- 
selves independents, contended they 
and all other distributors will be 
driven out of business if the as- 
serted monopoly plans of the New 
York company succeed. They asked 
an injunction voiding all contracts 
National has made with motion pic- 
ture producers and to restrain it 
from making others. The plaintiffs 
include the Independent Poster Ex- 
change. 


Strecker to “Tribune” 


George O. Strecker, formerly 
Western advertising manager of the 
recently-suspended Newspaper Ad- 
vertising, Inc., has rejoined the 
general advertising department of 
the Chicago Tribune. 


Heads “Post” Set-Up 

Mrs. Dorothy Backer has been 
named president and publisher ot 
the New York Post, succeeding het 
husband, George Backer, who re- 
signed because of ill health. Ted O 
Thackrey, former executive edito! 
has been made editor and assistan! 
publisher, and Paul A. Tierney, for- 
mer foreign affairs editor, manag- 
ing editor. 


CHILDREN ARE 
CUSTOMERS, AND--- 


IS YOUR 
BEST BET! 


“JUVENILE MARKET GROUP 
400 LEXINGTON AVENUE 
EW YORK CITY, #. ¥. 
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ADVERTISING AGE 


“Make no little plans” 


In flame and smoke and the clamor of machinery 


around the clock... in self-steeled will, in sweat and 
sacrifice ... America pledges its prowess, purse and 


prosperity to War—for the greatest good of the greatest 


number, on the greatest scale in history! ... Mars is 
a hard master, exacting a high price, but remember 
this...In periods of peril, minutes are magnified, 
nature responds with new found resources, science 


gives up its secrets... the unknown becomes known, 


the 
ra- 


in the impossible possible, the difficult easy, the rare 
her commonplace ... And when the All Clear sounds, and 
0 
‘m- swords go back to plowshares ... we will have so 
a many means of making more things, more easily, more 
ew 
acts cheaply, so bountifully—that great new markets will 
pic- 
tiffs open, new businesses take root!... Today and tomorrow 
UX- 
. “make no little plans...” 

erly In Chicago today is a new newspaper, made of : 
f the 
no little plans . . . started full speed, fully staffed, 
it of 

fully functioning .. . fully suited to the second city of 
— the nation ... accepted with enthusiasm, given more 
he support by both the public and business than any 
ito newspaper ever had!... Printing more news, reporting 


more fully, without partisanship or angle, keeping 


editorials and policy out of the news columns... helping 


with expert service departments ... entertaining with 
the best features obtainable... The Chicago Sun in 


three months has become a major medium in its market 


ee 


. serving an audience worthy of any advertiser's 


effort ... and serving advertisers successfully! .. . 
For Chicago, today and tomorrow, “make no little 


plans”... and The Sun no small part in your plans! ... 


For your own advertising advantage, investigate! 


CHICAGO SUN 
i J f ; ss 
THE BRANHAM COMPANY, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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Pure Oil Promotes 
New ‘Savo-Freeze’ 
on Radio Series 


Product First ‘Properly 
Balanced’ Offering to 
Automobile Owners 


Chicago, April 9. — Savo - Freeze 


for anti-freeze constituted a novel 
merchandising message to Amer- 
ica’s car owners this week as the 
Pure Oil Company started radio 
advertising of its new dealer serv- 
ice to help motorists preserve vital 
anti-freeze mixtures. 

First announcement of the serv- 
ice was made to the company’s 
15,000 dealers in a 22-state area 
April 4 in a special message over 
the regular NBC-Red program fea- 
turing H. V. Kaltenborn. At the 
same time an eight-page folder was 
being dispatched to each dealer, to 
reach him Monday, describing the 
plan in detail. 

Quoting a letter from Price Ad- 
ministrator Leon Henderson asking 
that motorists save anti - freeze 


prngeore: because the chemicals that | with its product, in view of the ad-| 


go into their production are needed| vancing warm weather, Pure oi ‘New York Times’ 


for tanks, planes and guns, Pure Ojil| nevertheless claims a “first”? in the 


|pointed out that these solutions 


| turn acid in use and that the car’s | 
be harmed. | 
|“Savo-Freeze will remedy this con-| 


lition and tect the cooling sys-| tion” which be obtained at drug | 
jqaition an protec coo g Sy ion whic can 8) n a rus for Typography 


| tion, etc.,” the folder continues. “It | 
will retard further deterioration of | 


;cooling system may 


| : Pe 
tem against corrosion, rust, oxidiza- 


rubber hose. Every motorist using | 
;a ‘permanent type’ anti - freeze 
|should buy Savo-Freeze to _ get! 


| proper protection and every motor- | 


ist using an alcohol type anti-freeze 
that has sufficient protection needs 
= 

Commercials over the Kaltenborn 
program throughout the remainder 
of April and May will promote the 
exclusive Pure Oil product. The 
program, now heard Tuesdays, 
Thursdays and Saturdays at 6:45 to 
7 p. m., CWT, will be expanded to 
five broadcasts weekly over the 
NBC-Red network beginning May | 
11 under a new 52-week contract 
embracing 36 stations in the com- 
pany’s area. Additional spot an- 
nouncements in support of Savo- 
Freeze are planned. Dealer helps 
include reservation forms for mo- 
torists to fill out, 3 by 10 ft. station 
banners, one-sheet posters and! 
handbills highlighting the service. | 


Although admittedly a little late | 


market with a _ properly-balanced, 
guaranteed solution. Attention is 
called to a product recommended 
by “a certain consumer organiza- 


stores for 10 or 15 cents, yet con- 
tains a chemical “that may easily 
put the solution too far on the alka- 
line side, in which condition it may 
attack aluminum heads, and do 
damage to them just as an acid con- 
dition will corrode certain other 
metals.” 

Savo-Freeze is being rushed to 


|dealers as quickly as possible, ac- 


cording to the company, in its area 
from Minneapolis to Miami and 
from Iowa east to the Atlantic Sea- 
board. An eight-ounce bottle car- 
ries enough solution for the treat- 
ment, at the suggested retail price 
of $1.50. It will be available only 
at dealers. Customers are to be 
told to return to the various sta- 
tions in the fall for another test of 
the solution, the addition of what- 
ever anti-freeze is needed to give 
the desired temperature protection, 
and for replacement of the solution 
in the radiator. Treatment of sum- 
mer radiator water with Pure Oil’s 
Pure PH-7 also is recommended. 

Leo Burnett Company handles 
the Pure Oil account. 


new service 
some dummy. 


32 of them blank as 


Mr. 


“Because, 
have.” 


man, is the 
heard! 


of each sheet.” 


64 pages, 
32 of them bubbling with ideas . . 


“Why not,” asked Theophilus, “use 
both sides of the paper?” 
Sellum, we 


Theophilus hit the roof. “That, young 
worst reason 
No matter wh: 
the past, today is no time to waste 
paper. And here’s one 
can save paper sensibly 
one-half—-just by printing both sides 


To a modern pioneer! 


(Tseorais Q. Ser 
promotion manager. 
Last week he was ready to print a 
manual, 
brought in the dummy. 


LUM is a. sales 


His assistant 
A very hand- 
no less — 


mill Opaque. 


that. 


never Opaque.” 


P.S. 
I've ever 
at we've done in 


place where we 
save exactly 


“But, Mr. Sellum, won't the printing 
show through from the other side?” 

“NO... because we'll use Hammer- 
Here are some sample 
jobs the Hammermill people sent me the 
other day. Look at them. Slick printing 

-and not a bit of show-through . 
even though it is a light-weight paper. 
Now, cut this job down to 32 pages 
and be sure to specify Hammermill 


If you want to see these same 
samples that made Theophilus a modern 
pioneer, send for the latest collection of 
commercial specimens on Hammermill 
Opaque (sample book included). Write 
on your company letterhead for 
“Opaque Specimen Set.” Hammermill 
Paper Co., Dept. A-413, Erie, Pa. 


Wins Ayer Cup 


Improved Appearance 
of Nation's Press 
Noted by the Judges 


Philadelphia, April 10.—Selected 
from a total of 1,326 entries, the 
New York Times has been awarded 
the F. Wayland Ayer Cup in the 
12th annual exhibition of news- 
paper typography, conducted by 
N. W. Ayer & Son. The award was 
made on the basis of excellence in 
typography, 
work. 

The Times thus scored its fourth 
cup victory, having won in 1933, 
1935 and 1940. It now has two legs 
on the present cup, with three vic- 
tories necessary to obtain perma- 
nent possession. 
Herald Tribune, last year’s cup 
winner, won first honorable men- 
tion in the 50,000 and upward cir- 
culation class. The Herald Tribune 
retired the first cup in 1936 after 
three victories, and also has two 
legs on the present cup. 

In addition to the Ayer cup 
'award, honorable mentions were 
given to papers in the four follow- 
|/ing circulation and format groups: 

Standard-size papers of more 
than 50,000 circulation: first hon- 
orable mention, New York Herald 
| Tribune: second, Christian Science 
| Monitor; third, Baltimore Evening 
| Sun. 
| Standard-size papers of from 
10,000 to 50,000 circulation: first 
|honorable mention, News, Lynch- 
| burg, Va.; second, Gazette, Billings, 
| Mont.; third, Daily Herald, Rut- 
| land, Vt. 
| Standard-size papers of less than 
| 10,000 circulation: first honorable 
/mention, Record, Troy, N. Y.; sec- 
ond, Gazette, Alexandria, Va.; third, 
| Public Opinion, Chambersburg, Pa. 


Constant Improvement Seen 


Tabloids, regardless of 
tion: PM, New York. 

H. A. Batten, president of N. W. 
Ayer & Son, in reviewing the exhi- 
bition said: “A study of the entries 
in the exhibition shows that Ameri- 
/can newspapers are successfully 
meeting the greatest challenge in 
their history—that of doing a large 
share of the job of maintaining 
|public morale in this war emer- 
| gency. Newspapers are being read 
| with far greater interest than ever 

before. The demand for news is 
— 
tremendous. The supply is likewise 
tremendous.” 

Judges for the exhibition were 
'Dr. M. F. Agha, art director of 
| Conde Nast publications; Ernest K. 
| Lindley, chief of the Washington 
| bureau of Newsweek, and Lewis W. 
Trayser, vice-president of Curtis 
Publishing Company. 

In studying the entries, they 
commented on the fact that the 
average newspaper has improved 


— 
circula- 


ance during the past year. The 
excellence of make-up, they pointed 
| out, was especially notable in view 
of the fact that quick-breaking war 
news often requires last-minute 
changes. The improvement in 


|typography and layout was most 
pronounced among newspapers of 
less than 10,000 circulation. Im- 


print of the war was obvious in the 
increased use of six and eight-col- 
umn headlines by a large majority 
of the entries, including many 
newspapers which had previously 
followed a far more conservative 
policy. 

All papers in the exhibition were 
editions of March 3. The date was 
selected by lot after publishers had 
been notified in advance that the 
week of March 2 would be the com- 
petitive period. 


Robinson to ‘Parents’ ” 
Angus Robinson, formerly 
This Week Magazine’s Chicago 
office, has joined the advertising 
staff of Parents’ Magazine in Chi- 

cago. 


with 


make-up and press-| 


The New York) 


its typography and general appear- | 


DOUBLE STORY 


THE CRUCIBLE” 


| OY pet A TANK — 


WL. 


( Joviliots 


AE WITAL 


| 
| 


te Dnsliamonli by BROWN for rns wovrnes 


Oonbiols by MINNEAPOLIS-HONEY WELL 


| Minneapolis-Honeywell 


Regulator Co. 
| and its division, Brown Instrument Co., 
| tell a joint service story in a new cam- 
paign in Business Week, Newsweek and 


| Modern Industry. Addison Lewis & 


Associates is the agency. 


Combine Service 
Story to Industry 
in M-H Campaign 


Minneapolis, April 9—Combin- 
ing their sales and service messages 
into a single story, Minneapolis- 
Honeywell Regulator Company and 
its division, Brown Instrument 
Company, have launched a series of 
| magazine advertisements to appear 
throughout the remainder of 1942. 

Brown manufactures instruments 
for industrial operations, while 


Minneapolis-Honeywell makes con- 
trols to condition atmosphere in 
| plants and dwellings. Geared to 


| war industry, the new “Crucible of 
| Freedom” series does not sell war 
material but is instead an appeal to 
management of plants engaged in 
war industries to avail themselves 
of Brown and M-H engineers so 
that harassing production control 
problems may be obviated and 
solved. Copy calls it the Double 
Control service. 

The series, to appear in Business 
Week, Newsweek, and Modern In- 
dustry, will cover everything from 
production of actual combat mate- 
rial—tanks, planes, etc.—to clothing 
and food manufacturing plants. 
Each ad is signed “Instruments by 
| Brown for the industries; controls 
| by Minneapolis-Honeywell.”’ 
| Addison Lewis & Associates is the 
| agency. 


Uses “Americana” Theme 

Congoleum-Nairn, Inc., Kearney, 
N. J., is conducting a spring cam- 
paign for its Congoleum rug called 
“Americana,” which has _illustra- 
tions from American history as its 
decorative motif. Four-color inser- 
tions in The American Weekly are 
used, and an “Americana” booklet 
is offered through dealers, explain- 
| ing the historical background of the 
rug pattern. McCann-Erickson 
the agency. 


Pooling of Troy's textile | 
production facilities to aid 
America’s war program assures ” 
steady jobs for needle-workers. 
The Record Newspapers, Troy's 
sole dailies, alone deliver this 
mojor New York State market.” 
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The famous Fisk slogan 
wartime change in this business paper 
advertisement announcing the tire-saving | 
service to be promoted by U. S. Rubber 


undergoes a 


Co. through Fisk dealers. Campbell- 
Ewald Co. handles the account. 


‘Hit Parade’ Is 
Renewed; Gulf and 
B & W Realigned 


New York, April 8.—Starting its 
seventh consecutive year of broad- 
casting, American Tobacco Com- 
pany has renewed “Your Hit Par- 
ade” over 95 stations of the Colum- 
bia Broadcasting System, effective 
May 2. Heard Saturdays from 9 
to 9:45 p. m., EWT, with a rebroad- 
cast at 12 midnight, the program, 


which started for American To- 
bacco in 1936, is presented for 
Lucky Strike cigarets. Lord & 


Thomas is the agency. 
“People Are Funny” for B & W 


Brown & Williamson Tobacco 
Corporation has replaced “Capt. | 
Flagg and Sergt. Quirt” with “Peo- 
ple Are Funny” over 64 stations of 
the NBC-Red network. The re- 
placement, which has been on the | 
air on the Pacific coast for the last 
three years under the titles of “Pull 
Over, Neighbor,” and “All Aboard,” 
will be aired Fridays from 10 to 
10:30 p. m., EWT, for Wings king 
size cigarets. Russel M. Seeds Com- 
pany is the agency. 


Gulf Takes Show 


“We, the People,” changing its 
title to “We, the People, at War,” 
will be sponsored by Gulf Oil Cor- 
poration over 80 CBS stations start- 
ing April 26. The program will be 
heard Sundays from 7:30 to 8:30 
p. m., EWT, for Gulf motor oil and 


gasoline. Young & Rubicam is the 
agency. 


Cummings Made Manager 


Glen H. Cummings, who joined 
the Detroit staff of the Wall Street 
Journal three years ago, has been 
appointed manager of the Detroit 
Office, succeeding H. V. Hadley, 
who has taken a position with the 


Automotive Council for War Pro- 
duction. 


G-E Donates Posters 

General Electric Company's 
Pliance and merchandise division, 
Bridgeport, Conn., has donated a 
number of 24-sheet posters in stra- 
tegic locations throughout the coun- 
try to the Treasury Department 
for the war bond campaign. 


ap- 


Directs Seagram 

Merle M. Schneckenburger of 
Montreal has been appointed sales 
Promotion manager for the House 
of Seagram. Mr. Schneckenburger 
formerly was manager of the sales 
Promotion and merchandising divi- 


a f Herald Press Limited, Mont- 
eal 


Joins L. C. Cole 


Sally Lowengart has joined the 
Staff of L. C. Cole Advertising, San 
Frar isco, as copywriter and assist- 
ant sroduction manager. 


Thorsen to Chek-Chart 


Harry J. Thorsen, formerly with 


McCann-Erickson, has joined the 
Che -Chart Corporation, Chicago, 


* acistant general manager. 


NBC and Garnett 
Sponsor ‘Three 


Sheets to Wind’ 


Los Angeles, April 9.—The Na- 
tional Broadcasting Company and 
Tay Garnett Productions, Inc., hope 


|'to reap dividends from the half- 


hour weekly radio program, “Three 
Sheets to the Wind,” although the 
show is now booked as a sustaining 
program. It is based on the South 
Sea adventures of Tay Garnett, 
when he shot footage for a contem- 
plated motion picture of the same 
name. If the dividends fail to 
develop in the form of a radio spon- 
sor, then the advance publicity and 
exploitation derived from the radio 


ADVERTISING AGE 


is expected to pay off in larger 
revenue at the box office when the 
movie is made. 

NBC and Tay Garnett Produc- 
tions, Inc., revealed to ADVERTISING 
AGE today that the radio feature is 
jointly owned. If the program is 
sold NBC will share in the pro- 
ceeds; NBC is also to get a slice of 
revenue from the motion picture in 


return for its cooperation in pub-| 
licizing the film over its coast-to-| 


coast network. 
Audience Selects Episodes 


Going into its ninth 
sustainer, “Three Sheets to the 
Wind” is heard over 66 stations. 
The program is intended asa “radio 
preview” of the movie to follow 
and to get audience reaction. Lis- 


week 


as a 


teners are urged to write in, telling 
which episodes they would like to 
see incorporated in the contem- 
plated film, and NBC reports that 
mail response has been gratifying. 
It is hoped that this advance radio 
presentation of the episodes will 
eliminate guesswork and _incor- 


porate in the picture only the best | 


parts of the script. The picture 
won't go into production for a cou- 
ple of months at least. 

Expense of the program is divided 
between NBC and Mr. Garnett. NBC 
provides station time, musical back- 
ground and the cast with the excep- 
tion of the stars. Tay Garnett Pro- 
ductions, Inc., provides the story 
material and the stars, John Wayne 
and Helga Moray. Jon Slott is in 
charge of production for Garnett. 


| Northwest 


Two Join King 

E. A. Bonfield, formerly account 
executive with Bert S. Gittins Ad- 
vertising, Milwaukee, has joined 
King Publications, Chicago, as 
Eastern manager. He replaces Don- 
ald Forster, who has been promoted 
to executive vice-president and 
transferred to the company’s San 
Francisco headquarters. Arthur G. 
Lomax, formerly with Western 
Agency, Seattle, has joined the 
publishing company as_ Pacific 
district manager. His 
headquarters will be in Seattle. 


Joins Associated Sales 

Bruce Henry, formerly editorial 
supervisor for Jam Handy Organi- 
zation, Chicago, has joined Asso- 
ciated Sales Company, Detroit, in 
a similar capacity. 


—_—_—_— <_< =<. 


Again, in February, The Oregonian enhanced its 


lead over the afternoon paper in advertising linage, 


local and national: 


The Oregonian... . . GAINED... 


7.04% 


The afternoon paper LOST ... . 35.95% 


For the month, 
The Oregonian LED the afternoon paper by 
161,510 lines! 


have been given 


in the country.” 


OREGON! 


We always knew this was a great place, but 


programs, Oregon leads the states; . . . 


FIRST IN WAR... 


we can’t help being proud of the way the city 

of Portland and our home state of Oregon 

have swung into America’s war effort. 
Quoting from a recent Oregonian editorial: 


“in the matter of raising money by the several 


our 


shipbuilding—the one industry in which we 


full part—exceeds that of 


any other shipbuilding center in the country; 
_.. month after month the rate of enlistment 
at the naval recruiting station in Portland is 


far out ahead of any other recruiting station 


For 92 years this newspaper has been a 


“part of the life” of this great region. We also 


serve, who keep our countrymen informed— 


for if munitions are the sword of Democracy, 


an enlightened public is its shield. 


THE OREGONIAN 


The Great Newspaper of the West 
PORTLAND, OREGON 


Represented Nationally by PAUL BLOCK & ASSOCIATES 


ins es 


ee Then poe teil j va : 4 
Be Ie a, : ec eh em Fee Naar Tina pale Mee ss ck ay ere 
ettrek ta ». igaaieaaee « petted xe ES WE ae Picket giiarete z ae a i ; 
a + ——= ; bs 
ann ew 
SS Bee se 
aed 
FINO TIME es a 
arr TO PS « 
/ 
» . bl ae ae 3 
~~ SERVE - 
{ TIME TO — B 
= % * 
. ’ ~ \~ Ps = 
ay © Se 
bs . P A Al ee 
Tiny Sk - fa 
~ ee pos Bi 
' Tull ‘ 3 : 
x ’ - Gs Se, an 
hh | 
» 4 : a 
} pea fatts. wa ao | - 2 
4 were \ Tart) O9ORT® (O@ranT | rs 
* : aie 
' - “a 
a 
Neen eae yEEEEEnEnnS EEE ER ERE is a 
n- es 
ses P enn 
is- ie wes 
nd y rt) "4 3 
nt pet 2" ' 3! ‘a 
ne hh er ' a ai mt 
ar mene: £ 2 : e 
2. & iter. ae . a 
nts ‘ a / aS, ~~ : 
ile Deri es f Se \ = 
yn- : ei ¥ ey 4 - 
“ f Bit aes sy eye . as 
in CS siligt tts A, ai 
rar Ki Geet eek 
Var . itt Sama tyke: "CYA A » 
in 9 ie fs ; “y 
ves 2 he ‘ 7 ’ 
sO OA fg , ; 
trol , 5s Saal / ; a ¥ al 
and . “sed 5é add vz? oa { % . ‘ ~ . 
ible ; ’ ror a3 \ ' Oi Y a ' ‘ 4 - 
leSS 5 ry er e. baste : ag 
In- For! Goss ‘hy : — 9 
ae aim © g ! ; 
¢ Q “ f : oe 
q ; 1 q ; . ’ ee | 
hy 4 Mw 4 | f 
i ‘ , 5 a , ‘ =p i 
Piet an . NG a iy 
’ —_——— ere ee onde 
| i at ; Wik iy. «sel - = 
q €, 7 Sa > Saale J We ee. £ 7 
re OS hil 
' * Yt ia 
j oe. Mea ” 4 a, sn Ag 
. _ 5 x: fg>t Fe ¥ 1 
Pe a : 2 
- « jo) ; : ‘ 
. 7 th 5 as y Fs ? id ‘ ce 
, ¢ Be Be “ig e) * : 4 ae 
pe , oe aes “ Fy ee 7 oo 
} 7 PP ay Meg : be 
“4 cS eer ' 
«ae J f ; tt. : 
oa Pe, ae 
s ’ 4 ee e 
if ie , ee 
alli eee 
| — ao 
ee : 
= 3 : ee itl 5 2, ROE <2, : 22 
aR ee ee, Pe eee Fe agen Pane AEN a 
Ss a head Line oro tye Bats ee tc ee ae ee a ye oat = es ae eee Pee ' 9 . 
«3, Bt ae ace ee. BREN eer : er. ale areas So Pa ae a 1 Wiis is ie ne dN, et ee “the Bagh? 
US tees eS So nee ees ee oe ral isd Sa gn: EERO EN NTI, ede: Ce Ne a pes Bis. By etek 
= il Sn eB) te OR ee Re eee a cea” og ae eee said * a me 
a. ye al ee ete Pe a , ae ; eC ia 


Pee. 


il ‘ th ate = Bang! Ag iE PPP 5 gt! cee ¥ 
8 ADVERTISING AGE April 13, 1942 


Newspaper Groups 
Gather for Annual 
New York Conclave - 


Suggested Changes 
in AP Rules May 
Set Off Fireworks 


New York, April 9.—Publishing 
and advertising problems resulting 
from wartime censorship and mate- 
rial shortages will occupy the 
attention of the nation’s newspaper 
publishers and editors when they 
gather in the Waldorf-Astoria here 
for five major meetings between 
April 16 and 23. 

Meetings scheduled for the eight 
days include the American Society 
of Newspaper Editors, April 16-18; 
Audit Bureau of Circulations board 
of directors, April 17; National 
Newspaper Promotion Association, 
April 18-20; Associated Press an- 
nual meeting, April 20, and Ameri- 
can Newspaper Publishers Associa- 
tion, April 21-23. 

Spotlight of the entire week will 
be focussed on the annual luncheon 


and meeting of the Associated| York Times will speak at the 21st 


Press, at which several drastic 
changes in the AP by-laws will be 
considered. Most drastic change 
under consideration is one that 
would broaden the AP membership 
and permit publishers hitherto de- 
nied AP service because of exclu- 
sive franchises to tie in with the 
news service’s wires. 


Chicago Situation Up 


This attempt to alter the AP 
framework will be brought to a 
head by the application of Marshall 
Field’s new Chicago morning paper, 
the Chicago Sun, for the AP night 
wire. 

The Chicago Tribune, which now 
possesses the only active AP night 
wire in Chicago, has countered with 
an application for the AP day wire 
for publication of a Chicago Eve- 
ning Tribune which would compete 
directly with the existing Chicago 
Daiiy News, Herald - American and 
Times. 

Eleanor 
lisher of 


Medill Patterson, 
the Washington 


pub- 
Times- 


Herald, has also applied for day and 
night facilities in the nation’s 
capital. 


Lord Beaverbrook, British Lend- 
Lease coordinator; Francis T. Sayre, 


United States High Commissioner 
of the Philippines; and Anne 
O'Hare McCormick of the New 


annual dinner of the ANPA Bureau 
of Advertising, Thursday evening, 


April 23. Admiral Ernest J. King, 
commander in chief of the U. S. 
Fleet, is expected to attend the 
meeting. 


To Present Report 


At the preceding Wednesday ses- 
sion of the ANPA convention, Wil- 
liam A. Thomson will present the 
annual report of the Bureau of 
Advertising. Other speakers include 
Miller McClintock, executive direc- 
tor of the Advertising Council; Paul 
B. West, president of ANA; H. J. 
Heinz, II, president of H. J. Heinz 
Company, and Frederick Dickinson, 
sales manager of the Bureau. 

The ANPA convention will be 
devoted largely to wartime supply, 
censorship, and advertising prob- 
lems of large and small news- 
papers. 

The National Newspaper Promo- 


tion Association sessions will focus | 


on clinics on circulation promotion, 
industrial and institutional adver- 
tising, market research, and public 
relations. 

The ASNE meeting will enable 
many editors and publishers to re- 
ceive wartime background direct 
from key government and foreign 
officials charged with its prosecu- 
tion. Highlight speakers of the 


three-day session include Donald 
M. Nelson, chairman of the War 
Production Board; Archibald Mac- 


Leish, director of the Office of Facts | 


and Figures; Dr. Hu Shih, Chinese 
ambassador to the United States; 
Sir Girja Shankar Bajpai, agent 
general for India in the United 
States, and Lieut. General Hugh A. 
Drum, commanding general of the 
Eastern Defense Command and the 
First Army. 


Williams to Talk 

Bradley Williams, 
market and development research 
for the Masonite Corporation, and 
former director of research for 
McCann - Erickson, Chicago, will 


in charge of | 


discuss planning for post-war mar- | 


keting at a meeting of the Chicago 
chapter, American Marketing Asso- 
ciation, to be held at the Stevens 
bldg. restaurant, Tuesday evening, 
April 14, at 6:30 p. m. 


Hold Gridiron Dinner 

The Women’s Advertising Club 
of St. Louis will hold its annual 
Gridiron dinner April 15 
Gold Room of Hotel Jefferson. 


Gabel Heads Blatz 

Frank M. Gabel, who in 1896 got 
his first job as office boy in the 
brewery’s Chicago office, has been 
elected president of Blatz Brewing 
Company, Milwaukee. 


Sah 


WIRES A 


MOUNTAIN FOR SOUND 


on first and third 
to score. Here co 


Snap! The radio 


a batting .. . Runners 
! It's the 
mes the pitch! It's a--- -- . 


Pirates’ first chance 


went dead! 


That sort of thing happened regularly to endless 


lines of motorists 
town Pittsburgh. 
program, they'd « 


streaming in and out of down- 
Blithely tuned to their favorite 
nter mile-long Liberty Tubes, 


only to lose all traces of reception. 


Ot course radio 


signals never penetrated any 


tunnel anywhere, and this particular one was two 
hundred and fifty feet under Mount Washington. 
But KDKA determined to prevent that 


maddening interruption. 


It wasn't easy! 


It meant mile-long underground antennas and 


months of trial and error in placing them. It 


meant relocating such things as three-stage am- 


plifiers and lead-in and pick-up antennas. It 


meant weeks of testing to get consistent siqnal 


strenath. 


But KDKA wired that mountain for sound! 


Now you can hear KDKA and every Pittsburgh 
station in the Liberty Tubes. For each Westina- 
house station pursues an endless quest of greater 


usefulness to the 


Learn to expect it of 


public and the advertiser. 
Westinghouse stations. 


KDKA + KYW + WBZ «+ 


WESTINGHOUSE RADIO STATIONS Inc 


WBZA + 


wowo + WGL 


REPRESENTED NATIONALLY BY NBC SPOT SALES 


in the) 


NEW DRIVE 


Expanding into new markets, National 
Biscuit Co. is promoting its whole wheat 
cereal, Shreddies, with 500- and 300-line 
newspaper advertisements. The new 
campaign broke last week in an extensive 
list of dailies in the Midwest and South- 
east. Federal Advertising, New York, 
is the agency. 


‘Post’ Urges U. 4 
Use Ad Talent to 
Help Win the War 


Philadelphia, April 9.—A strong 
plea for the utilization of America’s 
advertising brains in the propa- 
ganda activities of the government 
is voiced in an editorial in the April 
11 issue of The Saturday Evening 
Post, which asserts that the propa- 
ganda machines of the Axis powers 
are using the techniques learned 
from American advertising men. 

“Our advertising men know more 
about propaganda technique than 
the Germans and Japanese can ever 
hope to learn,” the editorial 
but our own propaganda organiza- 
tions are filled with “an amazing 
hodgepodge of professors, news- 
papermen and_= stockbrokers 
temperamental stars from the mag- 


says, 


azine and literary world,” and 
others. 
“This is a specialized job,” the 


editorial continues. “This job de- 
mands a central planning depart- 
ment, such as our large advertising 
agencies have maintained for dec- 
ades, manned by experts who have 
learned, through years of close 
study and experience, the art of 
teaching the public to get what it 
wants. Among our advertising men 
are more such experts than any 
other country possesses. They are 
as eager as Colonel Donovan or Mr. 
MacLeish to help us win this war. 
All that we need to do is use them.” 


Elected to AFA 

Organizations recently elected to 
membership in the Advertising 
Federation of America include 
Merck & Co., Inc., the Gage Pub- 
lishing Company, Super Market 
Merchandising, and _ Robert 
Grady, all of New York; the Ci- 
cinnati Enquirer and Perry Brown, 
Inc., Cincinnati. 


SPOTCASTING 


BUILDS MORE SALES 
.. AT LOWER COST! 


More money for 
the HOT SPOTS 


Nothing wasted on 
the DEAD SPOTS 


. Special attention to 
the TOUGH SPOTS 


& COMPANY 


NATIONAL STATION 
REPRESENTATIVE® 


Gntaco . ere roes . crteOr . oF KOut tan feenenC®  6OF sow 


=~ 


sian! : 
- ' 
= ; — —-_------eahk—ax——— 
. a Pe 
‘¢ i. Po 
rt & EW WHEAT CEREAL | / 
. "Digna! Srradeded Wear bakers tor): 
oe aor Fy? x2 B' 
2 a a ) J , lb we a 
* ee ‘ae G “i 
hr eddj 
= F 7 Shee l@s 
i rs <nOED whore 
an. 4 btiyy) ~~ 0 Wear / 
- s ; fir a \ 
a Cow . 
o is) Size; ssa =, f 
cae : i > € U 
eee Te Va ES Seon 
- * Paes 
oe Mags _ oon Yate » so — 
; ee Pavone, ine Sie Tass A { 
re ss ME, a brs Stay 
ae ANo gp 0e> xs 
—e £0007" (aS 
ae * ~~ _ 
Ed that's what 4 out of 5 
eee have already said! a ae 
=> ow -- ’ . 
Fr SRS tS ents eee as saat 
age Snes Soest | ses 
F : SSN se | Ss 
aes pee teked by NABISCO NATIONAL BISCUIT COMPANY] 
2 ode 
™ 
© 
7 Po 
- —_—_—<—<—<——_—_—_———————————— Or 
“ a ee 
.. 
r 7 = ‘ SS : 
ee 
ae 
_ 
ene ; . 
oo oe 
jet aa Se a 
ape 
‘ ra : , 
_ - o a 
v = s. 
7 — i 
YRS (visite. ; 
ae , ate vee 
q ‘ . : & 
a _— . ~. l 
Bes a | , ioe, 4 
i - 7 2 - . : 
- ll eS  —_—_ . Wie Toe ; 
i “ie ; _-— — ” a . 2 
= Be - > a < '¥ ; 
i - . tie ets 7 
Pe... 7 >= * : Ba en j | 
a eee " ; , — ‘ . & i AQ ; 
- _ ben ‘yh ie P - p Ss E 
P - s 6m, 
re -. °- at aida F F a 
» * Pee -.« , -— ade a 
—_— = + : - - ¥3 
A m — J = - 2 , 
ri a an / y Ae f 
PY Fay - « : z ¥, é . nian q 
se deen - —- oe the , 
= a oe —_— ~~. /, ; ey ea b 
oe aa ' 2 ioe 4 
Pa ee - éd 
0 aga -- Sd : vk 
| & - 
ay fe i 1 2 f 
a ms - , 
eae we OF ; . . . é 
a, ~~” * VES pager 3 2 ing a y sa sat idan a ry wm Or NS 8 bi 
a eee ee yo es a ane ead ee rope OnE 
wit A | | * —. ) 
ate _ ve 
poe ers - - é ~ af - an o= - 
4 ee - - ~ i 
ee o - ° - ~_- = : 
in aoe ea as _ 
i * . ee & bas al ou = - ; 
? & = _ 
‘ ss — 
ee a -_ —-_ 
“g ae —— —_ 
ye Ficccius 
ihe 
age a. 
‘4 be 
ih, : a 
j ac 
: 4 es 
: ~ e 
sal J | 
ee 
ae 
“toe ae ye 
w af gs a ; i “i, — ate : a" be as F ole ee ae Oe i . ee _ 4 = . aE alle ele +h ge ‘ ‘ “ea: , , fe Bw Anes ws Pipe: a } ae m4 I = 1S Oa x 
Sr eee Ae ee BS mt ee one a aN ea: a. ps Ber rate eis See re NS omy Oe pe , > i das aa ait ee) Se oe a , "i os . Ss Bites oe Cea, “tng a 
Bart coe ber SENG = 18 oie Ee ER ME a é ney Pie ape Page 1D N cre aera Bale. Fae a oe id On ee eee rr ah ee A ie ae . > TOS Ee ai PRE os 
‘ hee Sei eee LAS Be oe moe ee ems? eee Wk faciibe dota reper Mee erie: BE IP ie, oe Ee ORI Re oi SE Gi ge SO Rae a res Ht ale se eS pater uh eens 3 ae 


ong 
ca’s 
pa- 
lent 
pril 
Ling 
ypa- 
vers 
‘ned 
n. 
nore 
than 
ever 
ays, 
1iza- 
zing 
PWS- 


nag- 
and 


the 
_ de- 
part- 
ising 
dec- 
have 
close 
rt of 
lat it 
men 
any 
y are 
r Mr. 
war. 
1em.” 


April 13, 1942 


= 
nccapeMee ee” 


alae a 


9 


TO PARENTS 


* * 


srthune Harte TAG weite 
A BER RATED (mem 


‘é PHL pau * 
a 
O08 SOUTH DEARHORR STHEET + CHICAGO, TLiimors 


a wee ond etenn gree FREE BRACELET een every eter 


Promoting its identification bracelets and 

necklaces for children, Dobner Co. uses 

this page in Parents’ Magazine along 

with a direct mail drive. Additional mag- 

azine advertising may be used later by 
the Chicago compeny. 


Identification Tags 
for All Children, 
Promotion Goal 


Chicago, April 9.—With a grim 
reminder that modern war does not 
stop with soldiers, The Dobner 
Company has launched a direct 
mail campaign supplemented with 
copy in Parents’ Magazine for its 
children’s identification bracelets 
and necklaces. 

The first advertisement in Par- 
ents’ for April is headlined “Iden- 
tification bracelets necessary under 
present conditions,” and continues, 
“during these unsettled times it is 
the duty of every parent to see that 
their child has some means of 
identification.” 

Copy and illustration are re- 
strained, but the impact of the pur- 
pose of identification bracelets is 
well-defined. The fact that every 
child in Great Britain is wearing 
a similar means of identification is 
mentioned, The ad makes a special 
offer to club and school groups. 

Elizabeth Dobner, secretary- 
treasurer of the company, told 
ADVERTISING AGE that she had been 
corresponding with the government 
since last June in an effort to per- 
suade officials to make identifica- 
tion tags for children mandatory. 
She did not succeed in her purpose, 
but reported that the tags had been 
recommended to all civilian defense 
officials by the government. She 
stressed the value of the identifica- 
tion jewelry in case of widespread 
evacuation of certain areas, as 
insurance against the many family 
dislocations bound to occur. 

Miss Dobner asserted that the 
direct mail had not been central- 
ized in coastal areas, and said that 
the Midwest response had _ been 
“good.” Further advertisements in 
Parents’ and other magazines may 
be used later, she said. The Dob- 
ner Company compiles children’s 
mailing lists. 


“ ’ . 

Sun” Picks WLS 

The Chicago Sun has started a 
half-hour Sunday morning show on 
WLS, Chicago. The program will 
feature the reading of the Sunday 
Sun's comics. 


“Listening to WEDF, Flint, Michigan, 
wddenly I gets recruiting spots before 


me eyos—and in a jiffy I'm all at sea.” 


To Buchanan & Co. 


Fred H. Gardner, formerly a 
member of the research and mer- 
chandising staff of Sherman K. 
Ellis & Co.. New York, has been 
named research manager of Bu- 
chanan & Co., New York. Ralph 
Bennett, formerly copywriter at 
Batten, Barton, Durstine & Osborn, 
New York, has joined the agency's 
copy staff. 


‘Smith Adds to Duties 


William 
charge of 
Charles W. 


Smith, formerly in 
radio production § at 
Hoyt Company, New 
York, has been appointed radio 
director. He will also assume time 
buying duties formerly handled by 
D. W. Coutlee, Jr., who has been 
inducted into the army. 


ADVERTISING AGE 
Shift to ‘War’ 
Stamps to Be 
Made Gradually 


Washington, D. C., April 7. 
Bowing to the public demand for a 
display of an offensive spirit at 
home even though a broad military 
offense must await further prepara- 
tions, the Treasury Department an- 
nounced today that “War Savings” 
securities has been adopted as the 
new name for defense bonds and 
stamps. 

The shift to the new terminology 
will be gradual, sincé both the 
securities and all promotional ma- 
terial pertaining thereto which are 


now on hand bear the old name. 
As present stocks of bonds, stamps, 
advertising mats and explanatory 
literature are exhausted, “War” 
will replace “Defense.” 

As far as official Washington is 
concerned, the Treasury’s decision 
to make the change at once instead 
of waiting until July as originally 
intended makes virtually complete 
the transition from “defense” to 
“war” terminology. A few remnants 
remain to be changed, such as 
Harold L. Ickes’ title of “Petroleum 
Coordinator for National Defense.” 

The lingual shift began soon after 
Pearl Harbor. The weekly pub- 
lication of the emergency agencies 
under the Office of Emergency 
Management became “Victory” in- 


stead of “Defense.” 
OEM switchboard operators have 
discarded “national defense” in 
favor of “national war agencies” as 
the acknowledgment made upon re- 
ceipt of all incoming calls 


More recently, 


Fitzgerald Named 


J. H. Fitzgerald of R. C. Smith & 
Son, Ltd., Toronto, has been chosen 
to direct a campaign of national 
publicity on behalf of the coming 
government plebiscite in Canada. 


To Charles of the Ritz 
Eleanor Kairalla, who formerly 
conducted her own advertising and 
publicity agency, has been ap- 
pointed advertising manager of 
Charles of the Ritz, New York. 
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BY FAR THE LARGEST CIRCULATION IN CANADA 


rst Ane lit Canada 


match it — no other one can come anywhere 
near it. 


Off the thundering presses they come 
in a never-ending stream . . . the rotogravure 
sections, the comics, the colourful magazine 
sections, the novel, the news! The meter 
clicks off 600,000 copies, goes on past—and 
the Star Weekly has set another circulation 
record in Canadian publishing! 


Star Weekly circulation reaches more than 
1 out of every 4 English-speaking families in 
Canada. And because it is bought by people 
who pay ten cents a copy each week it 
assures advertisers interested readership. 


600,000 is vast circulation in Canada, 
reaching out into every town and city 


The STAR WEEKLY 


PUBLISHED AT 80 KING ST. WEST, TORONTO 
Montreal Office: University Tower U.S. Representatives: Ward-Griffith Inc. 


HIGH READERSHIP 
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Maxwell House 
in Glass Gets 


Promotion Shot 


Nash, Pickwick Also 
Advertise New Glass 
Jars for Coffee 


New York, April 9.—Featuring 
its Maxwell House coffee packed 
in glass jars as well as the familiar 
vacuum-packed tin, General Foods 
Corporation this week used a one- 
time insertion in its regular list of 
newspapers to acquaint housewives 
with the new package. Though 
subsequent copy will not spotlight 
the jar, a small illustration of it, 
together with the can, will be in- 
cluded at the bottom of future ads. 

Limited quantities of Maxwell 
House in the glass package have 
been available for several months, 
and they have been moving from 
grocers’ shelves without benefit of 
any promotion. With production of 
the new style pack steadily increas- 
ing as the pinch of the tin shortage 
became more acute, it was decided 


NEW / AND OLD 


NOW —THE SAME RICH | 
MAXWELL HOUSE COFFEE 


. both with the same 


packed 2 modern ways.. 


“vita-Fresh” a Protection! 


A new glass vacuum jar was featured 
alongside the more familiar tin can in 
this newspaper advertising last week for 
Both packages 
in subsequent ads. 


Maxwell House coffee. 
will be illustrated 


® GRIND 


eu 
SE 


modern ways,” the copy continues, 
“You have probably seen some of 
our new vacuum jars of Maxwell 
House coffee at your grocer’s lately. 
You wi!l see more of them, for they 
represe';t our adjustment to Uncle 
Sam’s all-out war effort.” 

In another part of the advertise- 
ment a paragraph captioned, “Ad- 
justment—no__ privation!” advises 
consumers that “now you may find 
that some stores have Maxwell 
House vacuum-packed two ways— 
'in jars, or in cans. Other stores 
may have only the jars still 
others only the cans. We cannot 
|predict exactly what our country’s 
needs may require. But this you 
can count on: Either way, you get 


the same_ roaster-fresh Maxwell 
House! Our ‘vita-fresh’  super- 
vacuum is as effective in jars as! 
ee Paes 


| Benton & Bowles is the agency. 


SAVE JARS FOR 
CANNING, NASH URGES 
Minneapolis, 
to Help Win the War... Buy 
Nash’s Coffee Vacuum Packed in 
Canning Jars,” is the slogan behind 
the advertising campaign just 


to give equal prominence in ads to 
both types of package. 


Headed, 
Maxwell 


“Now—the 


House coffee, 


same 


rich 
packed two | the 


launched with full-page space in 
all metropolitan dailies in the Nash 
Coffee Company’s sales territory. 
The drive, aimed particularly at 
farm region, where canning of 


Day and Night 


Operation 
You will find upon investi 
gation that we appreciate 


} 


Catalogue, Public« nan 
General Printing require 
ments and that our service 
meets all demands. We 
will be glad to help solve 
your printing and assc 
ciated problems 


>. 
om 


ARTISTS 


Ri 


requiring the same equir 


machine gathering, mac hine 
ver ng Spe id! trimme 
Speci Folders Unus “ 


tributing point 


NATIONAL 
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Are 


One of the largest, most efficient and completely 


equipped printing plants in the 


United States 


NATIONAL AND LOCAL 


Catalogue, Publication and General Printing 


ONE OR MORE COLORS 


e ENGRAVERS 


> LECTROTYPERS 
MAKE A PRINTING CONNECTION WITH A SPECIALIST AND A LARGE AND RELIABLE PRINTING HOUSE 


isiness Methods and Financial Standing the 5 - 
Our SPECIALTIES Highest Use NEW TYPE for | . 
(Inquire of Dun & Bradstreet, Inc c other Credit 
Aeenc snd First National Bank. Chicacc peat 
CATALOGUES - Catalogues, I 
PUBLICATIONS Advertisements 
BOOKLETS Proper Quality and General 
HOUSE ORGANS Because of up-to-date equipment and wi ory | 
PRICE LISTS best workmen pe conting mockines aaa | | 
with r ystem — having 
FLY cwn type ftoundry we 
_ Quick Delivery agg yw 
PROCEEDINGS iil SS ean ae ee 
Because of Automatic machinery and | tomers tor future editinn 
CONVENTION Day and Night service We have all standard fa 
DAILIES be furnished If desired. 
ALSO GENERAL Right Price Clean Li 
PRINTING Because of superior facilities and efficient > are 


management. 


— and facilities to pro Faces 
auce SS ® : We have a large number of 
atisfied Customer tune ook ioe ae 
TYPESETTING s hinge Gnd they ore in & 
Linotype, Monotype, Ludlow, | Our large and growing business is be- | '2n7s o! expert operators 
: e ° We have the tandara {f é 
and cause of satisfied customers, because of ind specia 
PRESSWORK repeat orders. We are always pleased wanes © , 
The usual and unusual, alse | to give the names of a dozen or more of 
Color presses. The largest , aad age ccc , saed Presswork 
ind most economical. — our customers to persons or lirms con Pr fo nec oe 
Y - rir rT re wr } i} ape ste ates - the us 
BINDING a placing - —— — S ht ual and unusual, also Color 
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out what we can do for you? 


isu Consulting with us about your printing +1: . 

Wire Stit chers. Sewing Mc . J 
chines. The lar aost ane neae problems and asking for estimates does ne carve 
economical not place you under any obligation whatever. foldine ‘Galsee > tit nine 
ind coverir machine he 
MAILING Let Us Estimate on Your Next Printing | ‘aciliti binding and 
If desired, we mail y . a ie mailin © 
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April 8.—‘“Save Tin | 


NEW APPEAL _ 


SAVE TIN 


TO HELP WIN THE WAR 
Now Buy 


H'S Coffee in V Packed 4 
WASH'S Coffee in ecoen cked Casemning 


* * On Special 
Your mest 


Spe ESS AES 


tal Sale roa AN Grocers s * 


Nashs< COFFEE 


| Nash Coffee Co. is aiming a new pr 
at the farm market with copy playing up 
its new coffee-canning jars in three con- 
| venient sizes. Dailies and farm area 
weeklies are being employed. 


home-grown produce is considered 
an “essential industry,” emphasizes 
that the new one, two and three- 
pound glass jars containing Nash’s 


coffee can easily be fitted with 
Mason caps. It asks consumers, in 
effect, “Why pay cash for canning 


jars when you can get them free, 
with the same high quality coffee— 
| plus being patriotic in helping save 
tin?” Price of the product remains 
unchanged, copy points out. 

The campaign will continue 
through April, with occasional full 
pages, but the bulk of the weeklies 
and small dailies will get 450- and 
300-line space. Erwin, Wasey & 
Co., Minneapolis, is the agency. 


PICKWICK COMBINES 
TWO COPY THEMES 

Kansas City, Mo., Even 
though it is now packed in glass 
instead of tin, Pickwick coffee will 
keep better in the new container, 
according to newspaper copy re- 
| leased by Pickwick Products, Inc., 
through its agency, Frank Whalen 
Advertising Company. 

The new campaign, centered in 
the Missouri Valley area, features 
the new “Vacuum Packed in Glass” 
container and has carried over the 
same “Less Acid” slogan which set 
new volume records for the com- 
pany following its introduction in 
the summer of 1941. The present 
effort is expected to be one of the 
company’s most vigorous campaigns 
and will be employed throughout 
its marketing area. 

Pickwick copy emphasizes that 
the brand is still vacuum packed, 


contains less acid as proved by 
impartial laboratory tests, has no 
disagreeable after effects, and is 


capped with a re-sealable cap espe- 
cially selected for its small amount 
of tin. 

“Because the re-sealable 
airtight, preventing the 
tion of the rich coffee oils, 
will keep better in either 
tors or on shelves, in this new con- 
tainer,” the copy states, adding that 

“Pickwick coffee in glass costs you 
|the same as in tin. It is one of 
Pickwick’s contributions to the all- 

ut war effort. When you order 
Pickwick in glass instead of tin you, 
too, are making your contribution.” 


cap fits 
evapora- 
Pickwick 
refrigera 


‘Starts Drive for 
Mount Vernon Whisky 


National Distillers Products Cor- 
poration, New York, has launched 
a campaign for Mount Vernon 
whisky with 600- and 800-line ads 
appearing in metropolitan dailies, 
and insertions in New York and 
New Jersey business papers. 

The campaign features the co- 
lonial character traditionally as- 
sociated with this brand and the 
slogan, “Make Mine Mount Ver- 
non.” Arthur Kudner, New York, 
is the agency. 


Stations Cut Schedules 


Three Oklahoma City radio sta- 
tions, WKY, KTOK, and KOCY, 
have shortened daily schedules in 
order to conserve equipment which 
is irreplaceable during the war. 
WKY will cut a full hour off its 
schedule, and the others will drop 
a half hour. 


\Taking the ‘Magic’ 


Out of Vitamins 


/} about vitamins,” 


Is Miles Goal 


Chicago, April 7.—Seeking to up- 
root fallacious conceptions of vita 
min tablets as cure-alls and to re 
place some of the mysterious aur: 
surrounding vitamins with accurat 
facts, Miles Laboratories, Elkhart 
Ind., is currently sponsoring a cam- 
paign on behalf of its One-A-Da) 
vitamin tablets in Good Housekeep- 
ing and Parents’ Magazine and may 


later use similar copy in news- 
papers. 
Headlined “They would have 


called this message ‘magic’ 30 years 
ago—but there is nothing ‘magic’ 
copy illustrates the 
contents of A and D tablets with a 


|series of vertical illustrations run- 


| page, 


ning down the left hand side of the 
in which various foods and 
their vitamin value are shown and 
compared with One-A-Day vitamin 
tablets. A similar illustration strip 
down the right hand side of the 
page compares vitamin B-complex 
tablets with other sources of the 
vitamin. 

According to the agency in 
charge, Wade Advertising Agency, 
the campaign objective is to inform 
the public of vitamin content, to 
show content with food values, and 
to eliminate the “cure-all” idea 
which the agency believes injuri- 
ous to client and public alike. Fur- 
ther, by means of food value com- 
parison, the agency expects to 
answer one of the oldest questions, 
“How come our grandparents got 
along without these new-fangled 
vitamins?” 

Prominently featured in the copy 
are the seals of the Good House- 
keeping Institute and Parents’ 
Magazine Consumer Service Bur- 
eau. Announcements promoting the 
vitamin tablets are used on the Na- 
tional Barn Dance and Lum and 
Abner radio programs, both of 
which feature Alka-Seltzer, another 
Miles product, and window dis- 
plays supplement the drive. 


To Free & Peters 


Station KOB, Albuquerque, N. M.., 
has appointed Free & Peters as its 
national representative, effective 
May 1. The station operates on 
50,000-watt daytime power, and 
25,000-watt night power. It is an 
outlet for both NBC and Blue Net- 
work programs. 


Names J. J. Gibbons 


The Toronto. Transportation 
Commission has appointed J. J. 
Gibbons, Ltd., Toronto, to handle 


its advertising. Recent goodwill! 


advertising has sought to explain 
the difficulties involved in main- 
taining adequate service unde 
wartime conditions. 
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before our courts a great many soning that assets now owned must so, lixe oiling and cleaning, adver-|cheaper to advertise to maintain 
Tax -xpert Se @es times and in a great many issues.| be protected so that when sales or tising is an ordinary and necessary their goodwill rather than to go into 


And invariably sanity emerges ii deliveries can again be made, there expense of an industry diverting it- the more costly process of keeping = 

‘. review of promotion expenses. No will be some chance of effecting self to other channels. Obviously up their sales force, their direct ‘2 
l ttle Dan er to one seems to question the deduction them. In that light, much of our such advertising is altogether un- mail activity or any other form of 
| g where advertising is today doing its| wartime advertising is exactly like like the costs of the venturer in new customer contact. More than ever, 


usual job of selling or servicing, the cost of paying watchmen in idle fields or even of the business seek- advertising is an ordinary and nec- 


° where it is a highly important func- plants, oil to keep idle machinery ing new customers and new mar- essary expense to business. Don’t 
romo ion u ge $ tion in the war effort, or in our from rusting, cleaners to eliminate kets. It ; ‘ it i 
d 


is nothing more than the let them tell you it is not a proper 
istorted system of distribution or filth that would destroy intricate cost of preserving our industrial fa- deduction in tax returns.” 


; ee . management. No one even pre- mechanisms—all of it merely an in- cilities. As such it will, I am sure, ——— 
Advertising Deductible sumes that it is anything but a sell- cident to maintaining, protecting withstand any possible charge that 

ne Under Present Laws, ing or servicing cost. But there and insuring the ability of an or- might impugn deductibility WoOc Seton etalk Rates 
; | does seem to be a lot of discussion ganization at some date to pick up Recemaiess Butnct f Sa teaae Station WOC, Davenport, Ia., 
4 Lasser Dec ares about advertising in those cases its course and again go forward on ated S Sumeee Snereness basic Blue Network affiliate, will 
. where there is no hope or ability peacetime paths. “I say that even though I recog- begin operating with 5,000 watts 
. Chicago, April 8.— J. K. Lasser, to sell or to deliver fora great many “Nothing new is added by these nize that in a great many cases ad- Gay and night July 1. rhe station 
7 ead of J. K. Lasser & Co., New years. things, nor by such advertising. vertising appropriations in business herr x oa ey with a wats. 
, York tax expert, took an optimistic “You and I understand these dis- They do not bring in new customers. papers are more than they have aa Gene Heri ysl. meter 
wa ew of possible governmental re- bursements to be a protective de- They are only an effort to hold what been in prior years. Obviously they pate will be increased from $120 to 
~ trictions on the use of advertising, vice, stimulated only by the rea- is owned for future service. And must be if our businesses find it $180 per 


hour. 
ther through legislative action or 


et by new rulings on the subject by 
he Treasury Department, at a cost 
ne nie conducted by the Associated 
1d Business Papers here today. While 
of his comments were made primarily 
in th reference to business paper ad- 
ip ertising, his reasoning applied to 
he idvertising in general. 
ox ‘So a nag oto ge about 
a the application of taxes to advertis- ° ° 
he no te Gene a es en Hand Cobbled Shoes were very high priced... 

Mr. Lasser, “that we should at least 

ba pegia to clear the aubdy woters. then along came Blake, McKay and Goodyear 
rm ’ Is advertising a deductible eae ooh More than 150 years ago Thomas Saint, an 
to n computing income taxes? Are Besaleel Sill idl aiiaiiall aa r 
ad advertisers in danger of having <8 qtis _— OOR Out patents on a seu — mach 
lea your bills disallowed by the Treas- ine designed to replace slow hand-cobbling. But 
ri- iry? real progress in making shoes economically came 
ir- . Advertising Costs Are Deductible in 1858 when Lyman R. Blake and Gordon Me 
m- “We are talking about current Kay perfected a machine for stitching uppers to 
to ; tax laws. We hear a lot today soles. Later Charles Goodye var, a son of the inven 
pa ibout proposed tax laws that might tor of rubber fabrics, further spee ded up the 
led strangle advertising, and I do not making of shoes with his Goodyear Welt. 
nen i want to get into them. I might say 

; in passing that they should not have And so, year after year, almost every 

Dpy a ghost of a show of clearing our branch of industry has continually devel- 
ow Congress, if we will recognize that oped ways of making things faster, 
ae we must occasionally have the job better end sen amen 
>i of defending advertising’s vital =e. 
the place in the sun as some of our 
Na- brethren periodically rise to deny 
and its purpose. 
of “Let’s dismiss that for the mo- 
ther * ment, and talk only of the possibil- 
dis- ity that anyone today could urge, 

} under any conditions, that advertis- 
ing in our business papers is a cap- 
; talizable expense and therefore can 

_M.. possibly be excluded in computing 

s its . deductions for corporate taxes. 

‘tive “The only possible method in : ] ‘ a a. - 
on which expenses can be disallowed ae , a 7 
and in calculating taxes on income is De ae ’ . ; FAMOUS 

Net. for pes roe to pein that they are _ — BRAN ™y, 

not ordinary and necessary costs of ; 

conducting a business. Somewhere, PRODUCTION bez 
people have urged, there are cir- { LOss 
cumstances in which some kinds of 

ar advertising are not of that charac- oe GI 

mA : ter, but are some sort of a waste, COaley OSs 

dwill 4 a gift to a needy publisher, a tax \ 

plain dodge, a method of making sure PRODUCT 

nain- ‘ printers are kept happy and can pay ZV 

inde: their union dues, a process to keep AT U Nj C 0 OTED p p pD FE R D be i C FE q ‘ 
4 advertising managers on their jobs a 
— » and what not. And at other times C, me, 


it is suggested that some character 
of advertising is to be regarded as 
a capital investmer ipon > > ’ : 
iy ive it upon the the paper users than the development by Consolidated of enamel coated 

ory that expenditures made today ‘ ' 
are only for a benefit to be enjoyed paper at uncoated paper prices. 

n some distant future. , ‘ 

“Now all that reasoning has been With that achievement printers, advertisers, publishers and mail “wn “on 


Mivs ‘YONGE yy 
PAPOLY ‘ORte 
1 » MIN 


(S) 


vf . - . 
No event in the past 30 years has proved of greater importance to 


order concerns were no longer restricted hy cost from using line 


coated stock as liberally as they desired. Quality printing results, 
obtained when fine-screen halftones are reproduc ed brilliantly and 


realistically on coated paper, became the rule rather than the exe eption. Set 


Since its perfec tion some six years ago publishers large and small, 
advertisers, mail order concerns and printers have been lavish in their ae ie 
praise of Consolidated Coated. A typical comment from a large Mid t reg tu? Product ie x 4- ort of a 
western printer is reprinted at the right. Note the statement that from th, or 
the standpoint of printing results and press performance Consolidated 
Coated matches the expensive enameled stocks which this printer 


previously used, permitting a substantial saving. 


Among the 4 grades of Consolidated Coated there is one just thi 5 aa ee Oe : C 
right for “most every job. Stocked and sold by leading paper 


merch nts i the i tant cities tl | t the country. 
erchants in the important cities throughou 1e CO _ es 7 av bh 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES SALES OFFICES é " 
WISCONSIN RAPIDS, WISCONSIN 135 SO. LA SALLE ST., CHICAGO pe 
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This Is a Job for Advertising 

Winning the war depends upon) gripping the emotions of the general 


the success with which the produc- 
tion program equipment 
materials is executed. American 
industrial management and workers 
have already magnificent 
record, and can be counted upon to 
improve the rate of output in the 
critical months ahead. Stimulating 


public can be employed to equal ad- 
for and vantage in stirring the imaginations 
and trengthening the hearts of 
workers up down the line, to 
the end that not a single day’s ef- 
fort shall 


mum 


and 
made a 
produce less than maxi- 
results 


Such an effort does not imply that 


war production, by getting every workers are not ready and willing 
additional pound of material into to do their part-—-but it takes ac- 
actual use for the benefit of the count of the fact that when the 
fighting forces, has thus become the emotions are engaged, greater en- 
Number One objective of industry thusiasm and effort will naturally 
and the country. follow. In many important indus- 

We are convinced that advertis- tries contributing to the war pro- 


ing has a logical and tremendously gram, the product does not suggest 


important assignment in creating! immediate relationship to actual 
ideal conditions for maximum pro- combat. Yet if the workers are 
duction in war industries. Most of |shown that their part in winning 


the companies which are carrying 
the load of manufacturing materials 


the war is just as vital as that of 
making machine guns and shells, or 


and finished equipment for success- tanks and airplanes, they can be 
ful military action have advertising | counted upon to do more and better 
departments whose work heretofore work as their contribution to ulti- 


has been primarily in selling their 
products to the public. Now they 
can turn their promotional activities 
inward, to their own organizations, 
to create the enthusiasm and fire 
which are just as necessary to top 
accomplishment in 
the battle lines. 
The famous RCA “beat the prom- 
ise” campaign has already 


mate victory. 

This important task is not being 
overlooked by official 
and undoubtedly ideas 


Washington, 
ond sugges- 
tions will be channeled to advertisers 
through their various organizations. 
industry as on But no time is to be lost, and every 


advertising man whose company’s 


production is a part of the war pro- 


shown gram can start now to build a pro- 


what can be done along this line. gram fitted specifically to its own 
The same advertising techniques workers No more important task 
which have proven successful in can be assigned to advertising 


Too Many Paper Rumors 


In spite of the fact that the War 
Production Board has made it clea 
that present supplies of paper 
adequate for all visible needs, as re- 
ported in ADVERTISING AGE, and in 
spite of the additional fact that pa- 


tial promotion need be curtailed be- 
cause of lack of supplies 
The 


have 


are that 


relate 


principal shortages 


been noted heretofore 


to kraft and other heavy papers for 


packaging requirements. Thus far 


per manufacturers and distributors there has been an adequate supply 
report less than normal demand of newsprint, book and bond papers, 
from commercial sources, rumors and unless there is a definite change 


continue to circulate regarding pos- in the picture in the near future, we 


sible paper shortages and what may have 
happen to labor and transportation 


in the the 


every reason for assuming 


that normal advertising and promo- 


paper industry during tional activities be 


can carried on 
next six to twelve months as heretofore without difficulty 
In view of the actual facts, it In view of the curtailment of con- 


seems to us that advertisers should 
continue to utilize all advertising 
facilities, including the production 
of normal quantities of direct mail 
and sales literature, unless and un- 
til it is evident that a change is in 
order. 


sumption of paper and printing fa- 
cilities by large 
have 


advertisers whose 


activities been converted to 
war production, actual commercial 
consumption of paper is 
below normal Even allowing 
somewhat increased inventories now 
carried by important users, there is 
every indication that paper supply 
and consumption requirements are 
“in balance,” as definitely stated by 
the War Production Board 


probably 
for 
Conservation of paper and 
printing, by proper planning of jobs 
and by elimination of waste in pro- 
duction and distribution, are in or- 
der now as heretofore, but there is 


no reason for assuming that essen- 


DEEP INTHE HEART OF . . . 


Highway 


Traveler 


“It's plum got me, Jeb, how they kin saddle ‘em critters!” 


Ad-libbing 


Good Old Custom 
Macwhyte Company, 
Wis., as is its annual 
brated the official return of spring 
with a dinner to which all stock- 
holders and all employes were in- 
vited. The company makes wire 
rope, and is well known in the in- 
dustrial field, but that’s neither 
here nor there The interesting 
thing about this unusual gathering 
is that employes and stockholders 
get together informally—‘“like one 
big family,” officials insist—and go 
over the year’s business record in 
detail. H. E. Sawyer, vice-presi- 
dent and treasurer, did the honors 
at this year’s dinner, flashing 29 
colored charts on a huge screen, 
and carefully explaining such things 
as volume of shipments, current 
assets, fixed assets, liabilities, taxes, 
profits and losses. “These charts,” 


Kenosha, 
custom, cele- 


Mr. Sawyer told the group, “give 
you more information than a con- 


cern usually supplies to its banker.” 

Despite the fact that this year’s 
evening dinner was the largest 
gathering the company has ever 
fostered, current conditions made it 
necessary to introduce a new fea- 
ture a similar meeting held at 
noon for workers on the night shift. 

The day before the dinner, George 
S. Whyte, board chairman = and 
founder, celebrated his 75th birth- 
day, and the “family” took advan- 
tage of the occasion to present their 
“grand ol’ man” with a handsome 
plaeque, while Jessel S. Whyte, 
president, presented service certifi- 
cates to old-time employes, and 


gold watches to all the 25-year 
men. 

It all sounds nice and old-fash- 
ioned and sentimental and mighty 
intelligent to us. 

Remember Them? 

Almost unnoticed in the hurly- 
burly, the amazing radio team of 
Amos ‘n’ Andy has just managed 
to celebrate its fourteenth consecu- 
tive year, n which they have 
missed their tive-a-week stint for 
only one two-month period. Thi 
amazing two-man team, which not 
only provides all its own scripts 
but takes care of all the various 


characters which pop up from time 


to time, has not only demonstrated 


unparalleled staying power with 
the radio audience, but also with 
its sponsors It has had only two 
on network radio—eight years and 
four months under the Pepsodent 
banner, and the remainder (since 


January, 1938) with Campbell soup 


Auto Dealers’ Plight 

Merrill Lynch, Pierce, Fenner & 
Beane just released the results 
of a study among automobile deal- 
ers which is filled with interesting 


has 


conclusions. Auto dealers them- 
selves believe that 30 per cent of 
their number will go out of busi- 


ness within a year unless help is 
forthcoming from some _ quarter. 
Almost without exception they see 


no way to overcome the loss of new 
car business completely, but about 
two-thirds believe increased service 
and repair business will help some; 
21 per cent expect to pick up a 
greater volume in used cars; and 
13 per cent have or plan to branch 
out into non-automotive items. 

Asked how much of an increase 
could be expected if they could get 
all the replacement parts’ they 
wanted, 10 per cent thought there 
would still be a decrease in this 
type of business; 40 per cent felt 
the increase would range from 25 
to 40 per cent; 14 per cent thought 
they could get increases of between 
41 and 75 per cent; and 8 per cent 
believed they could improve this 
part of their business by more than 
75 per cent. 


Jottings 
Kellogg Switchboard & Supply 
Company of Chicago took the 
mountain to Mohamet as far as Red 
contributions are concerned. 
A portable electric truck was rigged 
up as a moving contribution depot, 
perambulating up and down the 
aisles in the plant and collecting 
donations from workers right on 
the spot. In one day's operation, 
the movable contribution desk gar- 
nered over $2,600 in pledges. . . 
Beck Engraving Company of 
Philadelphia has organized a “Beck 
Service Club,” to which each em- 
ploye makes a monthly contribution 
of his own choosing. All except 10 
per cent of the fund is used to buy 
candy, cigarets, etc., for the Beck 
boys in the armed services, the 
extra 10 per cent being set up as a 
reserve fund so that the club can 
carry on without too much difficulty 
even when a greater number of 
employes goes into The 
club’s gifts, by the way, go to the 
boys under a special “Beck Service 
Club” mailing label. 
American Druggist has 


Cross 


service. 


enlisted 


the nation’s retail druggists in the 
War against rumormongering by 
distributing a big poster which 
Savs “The American Druggist’s 
Remedy for Rumors (spread. by 
Hitler stooges) Rx for Mr. and 
Mrs America Look at Who's 
Talking and Say Nothing! Recom- 
mended by Your Pharmacist.” The 
poster, approved by the graphic 


arts divisions of the Office of Facts 
and Figures, was delivered as the 
center spread of the paper’s Marcl 
issue 

The Charlotte Observer 
set some sort of a 
with its success in 
Various special 
patriotic nature 
has published 16 
bonds and stamps: 32 pages of a 
world-wide war atlas (tabloid); 24 
tabloid pages on food for freedom 
and victory gardens; 4 pages on 
civilian defense; 4 pages on salvage; 
1 page saluting the civilian air 
patrol; 3 on the Red Cross program: 
and 1 saluting Gen. MacArthur. 
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promoting 
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Since January it 
on defense 
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pages 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com.- 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nation: | 
advertiser or advertising agen 
executive writing on his busine 
letterhead. 


No. 1965. First Thing inthe Mor) 


ing... Last Thing at Night. 

Radio Station WCCO has issue 
this brochure which reports th 
third annual study of early morn- 
ing and late evening listenin; 
habits in the Northwest, includin; 
a new analysis of Saturday morn 
ing radio audiences. 


No. 1966. As Certain as Sunday. 
The firmly-rooted habit of Sun- 
day comic section reading amon; 
adults as well as children, and the 
certainty of assimilation of ar 
advertising message in this mediun 
are brought out in this folder issued 


by Metropolitan Sunday News- 
papers, Inc. The facilities of the 
Metropolitan Group are outlined 


with figures on coverage and comic 
section readership. 
No. 1967. 
ers. 
Holland's has issued this folder, 
which tabulates the results of an 
L. M. Clark survey of reader inter- 
est in nine national advertisements 
in nine “masked” magazines, and 
shows how these results compare 
in attention value with a Clark 
readership study of Holland’s. 


48 Per Cent More Read- 


No. 1968. WHN Coverage Map. 

This folder contains a coverage 
map and market data for the new 
WHN guaranteed coverage area, 
bringing the story up to date fo 
the station’s new 50,000-watt power 
No. 1969. Case History of Leading 
Brewers. 

Kay Displays, Inc., has issued this 
portfolio of case histories of leading 
brewers using pre-tested Kay dis- 
plays. The material points out the 
value of pre-testing displays and 
the wisdom of calculating display 
on a cost per day basis. 


No. 1909. Toledo Market Data. 
The Toledo Blade has issued this 
file folder of sturdy board, designed 
to hold a continuing record of mar- 
ket data which will be issued from 
time to time. The current release 
is a large, easy-to-read map of met- 


ropolitan Toledo and its retail 
trading area, with market facts 
tabulated in each county, and 4 


summary of the data and explana- 
tory notes. 

No. 1947. How Much Do You Care 
About Your Reputation? 

This United States News booklet 
shows the advantages, to companies 
engaged in war production, of 
building and publicizing their repu- 
tation. An _ educational progr im 
now, the text points out, is insur- 
ance against hazards of the stiff 
competition which will come 
the return to peacetime operati 


No. 1912. Mr. & Mrs. 
Have More to Spend. 

A graph of payrolls in Hous on 
1929-1941, heads this page of f:cts 
issued by The Houston Chronic! 
show the selling opportun ties 
offered by this trading area. 
other graph and the explana ory 
text show how the Chronicle’s «il- 
culation has kept pace with the 
city’s growth in consumer income 


No. 1906. Industrial 
News Data Sheets. 


Two new data sheets have ee? 
issued by Industrial Equit 
News, one of which shows cov‘ 
and readership of the publiceion 
throughout a typical large incus- 
trial plant. The other discusses '® 


Hous‘on 


Equip’ ent 


dustrial copy and offers an ide 
institutional and prestige adve''s- 
ing which retains many of the bene- 
fits of product advertising. 
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FCC Overruled Launch Drive for announcements weekly over five tor in leveling up the low sales 


Spotlight Leading 
Industries in New 
Koppers Campaign 


(Picture on Page 35) 


Pittsburgh, April 8—The Kop- 
pers Company will turn the spot- 
ght on outstanding war produc- 
tion successes of leading U. S. 
rdustries in a new advertising 
irive just launched in 22 technical 
nd business publications. 

Each advertisement in the series 
ill be devoted to a key industry 
nd, within the limits of censorship, 
late how it is producing for the 
ar effort and how Koppers is aid- 
g in that production. The theme 
f the new series is “It’s Up to 
\merican Industry.” 

According to H. B. Cushman, art 
rector of Ketchum, MacLeod & 
Grove, the agency, a surrealist style 
if illustrative rendition was selected 
for the four-color ads because of its 
ability to make a freshly dramatic 
presentation, an advantage which 
ppears particularly suitable to the 


objectives of the program. “This 
treatment,” said Mr. Cushman, 
“gives latitude for the unusual 


placement of the various elements 
in each illustration. And yet we 
know that it finds appeal in the 
eyes of the conservative as well as 
the more imaginative § audience. 
This is due to the attention to 
minute detail in the drawings and 
the dynamic interest created by the 
manner of composition. The mean- 
ing is suggested rather than defi- 
nitely presented as in more conven- 
tional treatments.” 

Each advertisement will 
estimated circulation of 542,000 
inserts and cover pages in the 
architectural, factory, chemical, 
steel, marine, Diesel, petroleum, 
power, paper, railroad and public 
works fields, in addition to two 
horizontal publications. 

The campaign will be the key- 
stone of the Koppers Company ad- 
vertising efforts for 1942, although 
product copy also will be continued 
but on a more limited basis. While 
institutional to a certain extent, the 
new series aims to do a selling job 
by keeping Koppers products con- 
stantly in the background of war 
industry. 


have an 


“Home Companion” 
Reports War’s Impact 


More than 55 per cent of Woman's 
Home Companion readers are en- 
gaged in some form of volunteer 
war work, according to answers re- 
ceived in the publication’s recent 
questionnaire on “The War Strikes 
Home.” Of the families polled, 17 
per cent reported a member of the 
household in the armed _ services, 
and 15 per cent a member in a war 
production job. 

In releasing a report titled “Home 
Is a Most Precious Place Now,” the 
publisher announced a_conserva- 
tion policy of restricting its direct 
mail and printing on newsprint 
rather than book paper. 


Cov ef age 
more 
dollar in th? 


1000 Ww 980KC 


Basic N B C Blue 


An H. C. Wilder Station 
Represented by Raymer 


The Supreme Court has ruled 
that the District of Columbia court 
of appeals has the power to suspend 
temporarily a Federal Communica- 
tions Commission order, pending 
determination of an appeal of a 
contested case. The decision in- 
volved an FCC grant of a license to 
Station WCOL, Columbus. Scripps- 
Howard Radio, in behalf of Station 
WCPO, Cincinnati, protested and 
the appeals court issued the suspen- 
sion order which was upheld by 
the high court. 


Nolan to Criterion 


James A. Nolan, formerly account 
executive with George Bijur, Inc., 
New York, has joined the national 
sales staff of Criterion Service, New 
York, in an executive capacity. 


Breyer Ice Cream; 
Arctic Sales Up 


Philadelphia, April 8.— The 
Breyer Ice Cream Company 
launched a new war-keyed cam- 
paign this week emphasizing that 
its product, as a food, will help 
build American strength and, as a 
refreshment, will help build Ameri- 


can morale. A_ typical headline 
reads: “Keep ‘em smiling with 


good ice cream.” 

Both newspaper and radio adver- 
tising will be used. The newspaper 
program calls for advertisements 
once weekly in a list of 85 papers. 


‘Supplementing this will be 104 spot 


metropolitan radio stations. 
McKee & Albright is the agency. 


MISSOURI COMPANY 
USES YEAR-LONG DRIVE 
Kansas City, April 7. 
just completed its first 
advertising campaign, 
Ice Cream Company reported this 
week that its usual winter sales 
slump was not nearly as noticeable 
during the cold weather of 1941-42. 
Arctic’s year-long program was 
planned by Beaumont & Hohman, 
Kansas City, and featured a 10- 
minute daily radio news program. 
A novelty was the “Flavor of the 
Month” adaptation, and checking of 
sales for each flavor proved the 
year-’round campaign a potent fac- 


Having 
12-month 
the Arctic 


period, Paul Markman, manager of 
the Kansas City office of Beaumont 
& Hohman, declared. 


May Face Shortage 


Extensive ice cream promotion 
usually employed in this area to 
promote heavy summer trade may 
be curbed somewhat this year in 
the face of shortages of sugar and 


other ingredients, Mr. Markman 
said. Most campaign plans have 
not been announced, largely be- 
cause of the uncertain factors of 
supply. Manufacturers report they 
will be “very happy” if they are 
able to supply demands of their 


retailers and none appears anxious 
to expand its markets under pres- 
ent conditions. 


striking 
at the 
Price 


Lure 


“Typography that Sets I 


Rachmaninoff thundering at a concert Steinway 


A little girl playing her exercises on a parlor upright... . . 


It would be foolish to argue that there was no difference 
because both were doing the same thing. Yet some adver 
tisers have yet to learn that there is as wide a variation in 
typography as there is in musicianship. 


Very often it is the matter of cost that misleads these 


for the bait. 


well-meaning ad-men. They are promised a job “way below 
what those typographers will charge you”, and they go 


What follows? First they complain that the kind of type 
specified isn’t available. They fret over the valuable time 
lost in explaining just what they want. They moan over 
the tedious resettings and revisions. They die a thousand 


deaths from fear of missing a deadline. Then finally they 


swoon over the bill for what was to have been a cheap job. 


Customers of the Advertising Typographers Association 
of America are saved these worries. ATA members employ 
expert and intelligent craftsmen who work in shops as up 
to-date as today’s newspaper. They have every facility for 
service a customer can ask. Because they function with 


understanding and skill, revisions are reduced to a mini 
mum; and because the plant is geared to any emergency, 
the job always comes through on time. 


All that is mighty pleasing to the advertiser, but how 
about the charges? Typographical costs are based on the 
time consumed. Because ATA plants function with easy, 
frictionless speed, and because costly resetting and revising 
are avoided by having the matter right the first time, the 


customer is billed at the lowest possible cost. He gets in- 
finitely better work, has peace of mind, and in the end, 
actually saves money. And you can be sure the modern 


pan Ideal” 


cost system used by ATA members gives accurate charges. 


Isn’t a company that can do that worth investigating? 
If you haven’t been stepping up your advertising with 
ATA service, telephone the nearest ATA member. Costs 
nothing to talk this over with the representative who calls. 


The features that have made ATA service first in 
its field are Highest Quality, Intelligent Service, 
Expert Craftsmanship, Complete Facilities, Sound 
Business Dealing, Good Taste, Uniform Practices, 
Greatest Choice of Type Faces, Type Service for All 
Advertising Purposes, and Lowest Practical Costs. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA: INC: 


AKRON, OHTO 

‘e The Akron Typesetting C« 
4 BALTIMORE, MD. 
The Maran Printing Co 


BOSTON, MASS. 
The Berkeley Pre 


H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edward Sahlin 


Typographic Service 


CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Cory 
Hayes 


Lochner, Inc 


Runkle-Thompson-Kovats, Inc 


CINCINNATI, OHIO 
The J. W 


Ford Co 


CLEVELAND, OHIO KALAMAZOO, MICH Diamant Typogray Service PHILADELPHIA, PA 
Bohme & Blinkmann, Inc Claire J. Mahoney A. T. Edwards Typography, In Walter T. Armstrong, In 
Schlick-Barner-Hayden, Inc LOS ANGELES, CAI Empure State Craftsmen, It fohn C. Mever & Son 
Skelly Typesetting Co., Inc William Carnall Frost Brothers. Ir Progressive Composition ¢ 
hace pe Ty — Graphic Arts Typographers, Ir eo 
DALLAS, TEXAS Ri. aon H _ . ie Huxley House PORTLAND, ORE. 
Lising-Hammond, Inc ; vod 
Jaggars-Chiles-Stovall, Inc pone ree weet King Typographic Service Cory —— Giesey Adver 
vA ‘EE, at Master Typoer ypograpnet 
ae - as ypographers, Inc 
DAY rON, OHIO Arrow Pre $s Morrell & McDermott, Inc ST. LOUIS. MO. 
ee ee ee “— Fe RE, PR George Mullen, In Brendel Typographic Servs 
ne ' at < eTViCce 
— . Chris F. Olsen, Inc 
DENVER, COLO. er wv . en, 
The A. B. Hirschfeld Pre are YORK, N. ¥ Frederick W. Schmidt, Inc SAN FRANCISCO, CAI 
1e / irs d $s Ad Service Co Runusice Wimeeative. tn neve : vi 
Advert nz Agencies Service sitet Poe _ ' Faylor & Tay! 
DETROIT, MICH. Company, In Supreme Ad Service, Inc oo ; 
The Thos. P. Henry Co Advertising Composition, In Tri Arts Press, Inc SEATTLE, WASH 
George Willens & Co Artintype, In Typographic Designers, Inc Frank McCatirey 
Associated Typographers, In Typographic Craftsmen, Inc 
INDIANAPOLIS, IND. Atlas Typographic Service In The Typographic Service Co MONTREAL, CANADA 
The Typographic Service Co., Inc Central Zone Press, Inc Kurt H. Volk, Inc Fred F. Esler, Ltd 


Executive Ofhces: 461 Esghth 


{renne, 


New York City « Albert Abraham:, Executive Secretary 
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ADVERTISING AGE 


Civil Competition 
with War Effort 
to End by May 31 


Washington, D. C., April 7.—Ci- 
vilian competition with war produc- 
tion will be virtually ended by May 
31, by which time the full effect of 
recent and forthcoming curtailment 
and suspension orders of the War 
Production Board will be felt. Only 
a “sound but lean civilian economy” 
will remain, WPB chairman Donald 
Nelson said today, and it will “get 
leaner and leaner as the war pro- 
gram goes on.” 


Mr. Nelson told the first press | 


conference he has faced in many 
weeks that “the American consumer 
will shortly find that many of the 
items which he would purchase in 
normal course cannot be secured at 
all, or at least cannot be secured 
without recourse to rationing pro- 
cesses.” 


Sweeping Changes to Come 


The production czar painted an 
optimistic picture of current war 
production, which he said is now 
proceeding at three-fourths the pro- 
jected rate for the year. Conver- 
sion to war output is going faster 
than had been expected, the auto- 


mobile industry having compiled a | 
particularly fine record. 

Mr. Nelson said that issuance | 
within a few days of an order pro- | 
hibiting the use of iron and steel in | 
hundreds of metal products will 
mark the climax of a regulatory 
crackdown launched last January 
with the halting of automobile man- 
ufacture. The steel order will not 
only limit use of iron and steel but 
ban the use of certain other mate- 
rials as substitutes. 

Admitting that the curtailment 
program changes “the face of Amer- | 
ican industry,” he forecast that the 
“impact here and abroad will be 
widespread and sweeping.” 

Mr. Nelson conceded that there 
will be industrial casualties and 
said it was “inevitable.” He warned 
that a difficult adjustment period 
lies just ahead, as industry is forced 
to shut down and release workers | 
and as the public learns to accept a | 
lower standard of living. 


| . | 
Gardiner Advanced | 
Carl W. Gardiner has been named | 

genera! sales manager of Schnefel| 
| Bros. Corporation, Newark, maker | 
and distributor of La Cross mani-| 
|cure implements and preparations. 
|He was formerly 
| assistant sales manager of the com- 
| pany. 


| 


| time 


‘schedule for its 


Duff's Ginger 
Bread Mix Gets 
Expanded Schedule 


Add Dailies, Business 
Papers to Drive; Push 
Nutritional Values 


By RAYMOND G. GIBNEY 


Pittsburgh, April 9.— Ginger- 
bread, that favorite food standby 
of yesteryear, is staging a strong 
comeback at present and is assum- 
ing an important place in the war- 
nutritional program which 
demands simple but substantial and 


nourishing basic-type foods at low | 


cost. 

An indication of the returning 
popularity of gingerbread on the 
tables of American families was 
evidenced this week by the fact 
that P. Duff & Sons, Inc., pioneer 
manufacturer of dehydrated mixes 
for the making of gingerbread and 


advertising and | devil’s food, spice and white cake, 


has expanded the advertising 


gingerbread mix 


considerably for the second quarter 
of this year. 

Originally launched last Septem- 
‘ber, the advertising program for 
Duff’s gingerbread mix has been 
gradually expanded to cover addi- 
tional markets as acceptance of the 
product began to spread and sales 
increased under the stimulus of 
wartime necessity and the return 
'to home baking. The advertising 
appeal primarily is built around the 
premise that gingerbread is a 
wholesome and nutritious “stick-to- 
the-ribs” food of the type now so 
important to the national health | 
and conservation program, and that | 
Duff’s gingerbread mix makes a | 
pertinent wartime contribution to | 
the quick and easy serving of this | 
food because of its time-saving, 
waste - preventing, material - con- 
serving economies. 


Add 30 Dailies 


When the original campaign was | 
renewed for the second quarter, 30 
additional newspapers were added 
to the list, according to John 
| Walker, sales manager, in order to 
| cover the expanded marketing area 
| which now extends from the East- 
}ern Seaboard to Kansas City and 
as far south as New Orleans. Nine- 
_ty-two daily newspapers in all) 
important key markets in this ter- 


Masterpieces 


= 


L shion 


eee, are printedo 


unit. Consider the direct 


facturers of women’s 


Levelcoat new-formula 


makes blacks and colors 


why more and more 


Levelcoat papers for 


Hbocstiiing 


wear, like 


n Sevelcoal Printing Papers! 


Vr nearly all advertisers are cooperating 
in the conservation of paper. To this end they 


strive for the utmost effectiveness of each printed 


advertising of manutac- 


turers of women's wear, for example. These 
manufacturers now demand catalogs, circulars 
and brochures that sell on sight! Reproductions 
must do full justice to products. Type must be 


printed clear-cut for easy readability. Manu- 


many other 


successful advertisers, use Levelcoat* papers. 

Fine printed results are obtained with 
Levelcoat papers because the properly prepared 
and balanced virgin groundwood content as 
well as coating materials are compounded and 
blended to give detinite printing advantages. 
Levelcoat papers are characterized by remark- 


able opacity, and smooth, lustrous surfaces. 


papers allow printing 


with a “kiss” impression of type or engraving ; 
a printing method that conserves inks and 
“sing”! These feacures, 
plus the surprisingly low cost, are the reasons 


advertisers turn to 


finest printed resules. 


April 13, 1942 


TO THE TRADE 


ADD WATER - MIX. 
BAKE -THATS ALi! 


P. Duff & Sons, Pittsburgh, is using copy 
in six grocery trade publications this 
month as part of an expanded campaign 
for its gingerbread mix. Newspapers, 


| national magazines and radio also are on 


the list. 


| ritory now are being used to carry 
| the story of Duff’s gingerbread mix. 


Fifty-line ads are used in these 
papers once a week on food pages, 
usually appearing Thursdays or 
Fridays. 

National magazine schedules in- 
clude 70-line advertisements in 
Good Housekeeping, Ladies’ Home 
Journal, Woman’s Day and Wo- 
man’s Home Companion. Radio 
also is employed extensively with 
spot recordings called “Ginger- 
ime” broadcast three times weekly 
over 22 stations. The radio sched- 
ule is to be expanded rapidly to 
cover the additional marketing ter- 
ritory. The advertising campaign 
also has been expanded to include 
a program in six grocery trade 
publications. 

The success of this campaign is 
a prime example of the benefits to 
be derived from a consistent, sus- 
tained advertising program on a 
well-planned pattern and is proot 
once again that copy need not be 
large in order to accomplish its 
purpose. In this case, while mod- 
est in size, the ads were striking 
enough to command attention even 
on crowded food pages and thei: 
steady, week-in and week-out ap- 
pearance over a period of several! 
months brought results far surpass- 
ing even the most optimistic expec- 
tations of company officials. 

The W. Earl Bothwell Advertis- 
ing Agency directs the account. 


McVay Joins FBI 

Donald R. McVay, for the past 
|two years advertising salesman 
for the News and Star, Shawnee, 
Okla., has resigned to join the Fed- 
eral Bureau of Investigation, Was!\- 
| ington. 
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Stockholder Claims 
Editorial Content 
Damages Magazine 


Philadelphia, April 9.— Officials 
if the Curtis Publishing Company 
today faced their second minority 
tockholder suit in 18 months as 
the result of a petition for injunc- 
on filed in federal court 
Vionday. 

The complaint, seeking to re- 
train the editors of The Saturday 
Evening Post from 
rial policies of an “isolationist” 
ature and publishing articles 
which created racial prejudice 
nd disunity,” was filed by Archi- 
bald Palmer, a New York attorney, 
on behalf of George E. Wander- 
man, another attorney. The latter, 
a resident of the Bronx, owns 50 of 


the 3,393,821 shares of Curtis com- 
mon stock, according to the peti- 
tion, 


An earlier petition for injunction 
filed against the Curtis officials by 
Norman Johnson, a preferred stock- 
holder who sought to nullify the 
company’s issuance of two new 
classes of preferred stock in ex- 
change for old, was denied by the 
same court in 1940. The U. S. cir- 
cuit court of appeals last Dec. 4 
affirmed this decision, and entered 
judgment on behalf of the publish- 
ing company and its directors. 


Attacks Editorial Content 


The bill filed yesterday by the 
two New York attorneys, unique in 
its attempt to influence editorial 
policies by injunction, bases its case 
on allegations that the publication 
of “articles and editorials contrary 
to the beliefs and opinions of a 
great majority of the public would 
alienate the patronage of its read- 
ers and subscribers, and would re- 
sult in a curtailment of its circula- 
tion, as well decrease in its 
advertising.” It specifically takes 
exception to Milton Mayer's article, 
“The Case Against the Jew,” pub- 
lished in the March 28 issue of the 
Saturday Evening Post. 


as a 


Winchell Breaks the News 


The filing of the suit for injunc- 
tion was widely reported by daily 
newspapers and wire services, but 
they were scooped by Walter Win- 
chell, who broadcast a report Sun- 
day night, and by PM, New York’s 
adless daily, which has been cam- 
paigning editorially against the 
Post since the publication of the 
Mayer article, one of three diver- 
gent opinions on anti-Semitism by 
prominent Jews. 

PM, printed in Brooklyn, pub- 
lished a full, past-tense report of 
he filing of the bill in editions that 
were on sale in mid-Manhattan 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 


foremost station 


here 


| Johnson suit published in Your In- 


vestments, monthly organ of the| 
American Investors Union, Inc., 
New York City. 


Defendants named in the Wan- 
|derman suit are the Curtis Publish- 


Wednesday. 

He first heard of the action while | 
listening to Walter Winchell's 
broadcast on the Sunday evening 
preceding the filing of the bill. 

He said that it would be impossi- 


mates of its readership in a new 


merchandising manual for adver- 
tisers’ salesmen, “Life Sells—Why? 
How!” published this week. 


The figures, for all trading areas 
with key cities of more than 25,000 


lines methods of merchandising its 
advertising in retail outlets. 


The new localized audience sta- 
tistics will be analyzed in forth- 
coming business paper advertising 
by Life. 


ing Company; Walter D. Fuller, ble to comment on press reports of population, are projected from sta- 

president; Mary Curtis Bok, vice-| the action until receiving a copy of | tistics of the Audit Bureau of Circu- Two Name Riordan 
president; Cary W. Bok, secretary-|the bill. He intimated, however, lations, the U. S. Census of 1940, Padre Vineyard Company, Cuca- 
treasurer; Fred A. Healy, advertis-| that a statement might be forth-| and Life’s continuing study of ee oe er nahn a 
ing director; Wesley Winans Stout, coming at the company stockhold-| magazine audiences. with a i sega seem recag 
former editor, who resigned in ers’ meeting next Wednesday Acknowledging that readership. Los Angeles. . wae 
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These. are stipeing Bines, pal. 


You nay Bike Sugar in your Java. 


But the Japs like Java, plain. 


That’s why you get only two lumps. 


But you handle your spoon like an American. 


So, stir it, pal, with SMileage. 


Esquire’s SMileage. Mr. Advertiser, goes 


with Americans the way sugar goes with coffee. 


SMileage is more than just honest laughter and 


beauty and fightin’ spirit. 


It’s your best way of telling a sales story 
y y S y 


to Americans ... in their own language. 


ADVERTISE IN THE JULY ESQUIRE! 
Put Esky, the master worker... 
the champion of Father's Day...to work for you. 
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ADVERTISING AGE 


April 13, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Wrong Interpretation? 


To the Editor: My attention has 
been called to an article in your 
issue of March 23 in which you 


make mention that the Philadelphia 
Cab Companies are conducting an 
advertising campaign “in a _ con- 
certed effort to get its tire priority 
rating stepped up to par...” 
This is totally incorrect. No cab 
company in Philadelphia has par- 
ticipated in such a campaign and 
we are sending you proofs of sev- 
eral advertisements which we have 
been running which are entirely 
different in intent and copy to those 
mentioned in your article. 
E. S. HIGGINs, 


President, Yellow Cab Com- 
pany of Philadelphia, Phila- 
delphia, Pa. 

|Editor’s Note: What Mr. Hig- 


gins says is very likely right, but 
it seems quite logical that in order 
to maintain the service discussed 
in their copy, the Yellow Cab Com- 
panies will have to obtain a higher 


priority rating on the precious ma- | 


terial, rubber. If the cabs’ copy 
earns them the right—and the rub- 
ber—to stay in business, then Ap- 
VERTISING AGE probably did not err 
in asserting that the over-all objec- 
tive of the campaign was to secure 
a better priority for the taxicab in- 
dustry. | 


v v v 
Worth Looking Into! 
To the Editor: There are some 
things in the life of every lady| 


Which are apparently “Worth look- 
ing into!” Certain advertisements 
indicate, however, that ages 
vary, subject matter varies. 

Just thought we would bring to 
your attention the van Ameringen- 
Haebler ad in the February Na- 
tional Carbonator and Bottler and 
a similarly-headlined ad of Anchor 


as 


Hocking Glass Corporation in the 
March 15 issue of Brewers Journal. 
The identical headlines are un- 
doubtedly just a coincidence, but 
as attention getters they do their 
work well, 
H. W. Dickuut, 
Advertising Department, The 


Diversey Corporation, Chicago. 
y,vy 


Suggests Special 
Knot Envoy 

To the Editor: The letter from 
Mr. G. R. Hunter with reference to 
knots has convinced me that there 
is a great deal of truth in the adage 

“None is so blind as he who will 
not see.” If you turn an automo- 
bile over it’s still an automobile, 
not a horse and wagon. And if you 
turn a thief knot over it is a thief 
knot any day in the week, and not 
a square knot. 

When you fellows start these 
suits against each other I'll come in 
with one because I bitterly resent 


Mr. Hunter’s reference to “Mr. 
Bealer’s ignorance.” He erred in 
the same way he accuses you of 


erring in that he neglected to use 
the adjective “alleged.” Just to 
further prove that he may be a 


MR. BAUM THROWS IN THE KNOT 


| 


WeLANer: MANUPACTTHING COMPANY 
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Arthur H. Baum, 
who entered the 
Cleveland Press 
knot dispute a 
couple of weeks 
ago, took a care- 
ful look at his 
copy of Adver- 
tising Age last 
Monday, then 
promptly fired in 
this letter. He 
even included a 
good square knot 
to show he can 
tie ‘em as well as 
draw ‘em. 


good advertising man but an awful 


art critic I call attention to his 
reference to “a ‘granny’ or ‘thief 
knot.” To spare you, however, I 


won't go into that except to say that 
a “granny” is still another knot that 
will slip, but entirely different from 
a square knot or a thief knot. 

Since some people are so averse 
to admitting their mistakes, I would 
like to suggest that you send a spe- 
cial envoy up to the Great Lakes 
Naval Training Station and ask 
them what kind of knot the origi- 
nal Cleveland Press ad showed. 1 
vave a certain amount of profes- 
sional pride to uphold and it’s up 
to you to get the opinion of an 
expert to prove me either right or 
wrong. And that phrase “or wrong,” 
I might add, is merely a figure of 
speech because this time I know 
I'm right 

Parenthetically, I might add that 
since I started this argument I'll be 
glad to accept half the overage 
when you bill Cleveland Press for 


‘this extra publicity you have given 


them. 
ALEX W. BEALER, 
Atlanta, Ga. 
v v v 


The Colt-45 Era? 


To the Editor: Your explanation 
of thief knots on page 18 of the 
March 30 issue raises protest. Since 
I fancy myself something of a knot- 
tier as well as a tier of fancy knots, 


and have read some stuff on the 
thief knot, I must say that your 
comments “ain't the way I heard 
it!” 


The story | got from some book 
goes on to tell how this knot was 
used by Westerners during the 
Colt-45 era of law enforcement. 
While the party of the first part 
nad his steed parked in front of the 


SAME HEADLINES, 


VARIED SUBJECTS 


Worth looking into 
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Here's another of those advertising coincidences—identical headlines in recent 
advertisements of Anchor Hocking Glass Corp. and van Ameringen-Haebler, Inc. 


local hot spot, he wanted to know 
that no one tampered with his sad- 
dle baggage. Therefore, he tied it 
all around with and fastened 
said rope with a thief knot. If 
someone started messing with this 
baggage he would very likely re- 
place the rope and, in his unobserv- 
ing haste, tie it with a conventional 
square knot-——-thus giving the tipoff. 

This explanation fails to take into 
account the next step, namely, what 
said party of the first part did after 
finding all this out. But, it’s a good 


rope 


story, anyway. At least, it sounds 
logical, as the thief knot is hard 
enough to tie intentionally and 
practically impossible to do acci- 
dentally. Any square knot that 
goes bad is called a granny. You 
make a business of tying a _ thief 
knot and it’s monkey business be- 
cause it’s no good when you're 
done. 
M. K. LeGGeTr. 
Ohio Brass Company. Mans- 
field, O. 
vw? 

A Nautical Slip 

To the Editor: Blow me down! 
What a bunch of lee-rail Vikings 


make up your after-guard. 

The “thief knot is more properly 
known the “lunch” knot It’s 
origin goes something like this: 

During the stormy passage, sand- 
wiches were being sent up to a cer- 
tain whaling captain's cabin from 
the galley, wrapped in oil-skin and 
tied neatly with square knots. By 
the time the captain got to the 
cabin, one sandwich was always 
missing. One day, the captain tied 
his own lunch, using the lunch knot 
which he devised, and had it placed 
in the cabin in its usual place. The 


as 


cabin boy opened the lunch and 
removed a sandwich for himself. 
Then, no more alert than some of 


your readers, he retied the package 
with square knots. This slip, of 
course, led the astute captain to the 
thief. 
All right, men, let’s get back on 
deck. 
JOSEPH WOLFSON, 
Wolfson’s, Chicago 


v v 


C & O Starts “Coal 
Car of the Month” Game 


To the Editor: The approximately 
50,000,000 tons of coal transported 
each year in its huge fleet of more 
than 50,000 gondolas rank Chesa- 
peake and Ohio Lines among the 
most active coal-carrying railroads. 
Most of the tonnage originates in 
the Appalachian bituminous fields 
in eastern Kentucky and West Vir- 
ginia. About 250 active mines op- 
erate in this area, popularly termed 
“The Coal Bin of America.” 

Long coal trains, pulled and 
pushed by mammoth locomotives, 
are constantly on the move over 


track stretching from 
Tidewater Virginia to the Great 
Lakes. Familiar sight is unloading 
of C&O coal cars, ranging from 50 
to 90 tons capacity, on thousands of 
sidings at industrial plants and re- 
tail coal yards. 

Drawing upon the interest occa- 
sioned by this continual shifting 
and movement of C&O rolling stock, 
Chesapeake and Ohio is announc- 


extra-heavy 


ing in current issues of trade pub-| 


lications (Black Diamond, Coal 
Heat, Retail Coalman) details of its 
“Coal Car of the Month” game. 
Coal producers, distributors, retail 
dealers and their employes are en- 
couraged to be on the lookout for 
some designated C&O car each 
month. To those reporting having 
seen the car, or having “handled it 
on paper,” goes a little gift from 
Chessie. 

WALTER S. JACKSON, 
Advertising Manager, Chesa- 
peake and Ohio Lines, Cleve- 
land, O. 

v v v 


Suggests Plan to Sell 


Promotion to Government 

To the Editor: Why don’t you 
conduct a “questionnaire survey” 
on the subject of government ad- 
vertising? 

Take the page space (page 31 of 
the April 6 issue ... which is fine 
constructive advertising for your- 
selves) . and devote same to a 
questionnaire that every reader 
could fill in, sign his name, put in 
an envelope, slap a 3c stamp there- 
on and mail to you. 

If anyone wants to say anything 
on the subject, in addition § to 
answering the questions on the 
questionnaire, let that be written 
separately, and mailed back with 
questionnaire, or not, as is thought 


best. 
Just what questions should be 
asked how phrased, etc., is 


something worthy of study, but you 
are advertising experts and I only 
suggest the idea. 

The first job that advertising, 
seemingly, has to do is to bring its 
various elements more closely to 
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Chesapeake and Ohio Lines starts a new 
contest with this advertisement in busi- 
ness papers announcing its “Coal Car 
of the Month” competition open to 
producers, distributors and dealers. Box 
inserts in subsequent ads will announce 
car numbers for ensuing months. 


some one common ground of agree- 
ment. Then advertising, in all of its 
phases, must be formally presented 
to none other than the President 
of the United States. Trying to 
work through or with some depart- 
ment of the cabinet or other war 
agency, will not get advertising 
founded and recognized properly in 
this war. 

At least advertising can 
by experience of the last war. 
the early days of the war it was 
floundering, perhaps like’ today. 
Then advertising was presented to 
President Wilson. He officially 
authorized the Division Adver- 
tising to serve for branches 
of government. 

The Ranklin plan of “sponsored 
advertising” which he _ originated 
with the first Red Cross campaign 
in Chicago in 1917 made possible 
| the formation of the Division of 
Advertising. The plan was the base 
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In 


of 


ALL 


Onr 


Colors 


- 


Are On The Right Horse 


The winning horse is always the right one. 


Two vears ago MOTOR AGE became a 100% auto- 


motive service magazine—for automotive servicemen, 


both independents and those who also sold cars. Almost 
immediately it forged ahead. 


Last year it gained 20.18°% 


in advertising space—85‘; 


in dollar volume. That was because of higher rates, due 
to ever-growing circulation ... now better than 50,000. 


And _ its 


its field. 


subscription renewal per- 


centage jumped to 73.927 —tops for 


Now, the automotive aftermarket is 
also 100% service. and 50.000 of its 
leaders read MOTOR AGE. 


“natural” 


It’s the 


for today ° 


A CHILTON PUBLICATIO®’ 
Chestnut & 56th Sts.. Philadelphia. 


ot 


We ties M3 é ie ia bly a oe Pie i ent ah 2 re rds ag fas een Be a 5er “o! e 4 Ei Raes See iy ee : Bo ae a pr +a isi re" $ % gets fli, og . = : a eis 
ae ; ea we as Sis l gkireemy * j Bie Se, Se eto ti ; = ee z.2 re - : ies Sf s sepa! pis tee ay hoa Aa, 
y . iJ os ae si 3 - 49% . a me " a Pea z % Crs ties x ah a wat Lon i ‘ - a = et oY In nies i * tee Lam a ' Re eY 5 ened es ie yk eS vs 
i Ci i > : / ws 
a a ee | 
: a cae ee ———————EEeEeEeEeEeEEeEeeeeEEEEEEEEEEE—==== 
| be a BO a 
ee en . 
a a. ‘ \) . 
Bg REW AR 
ae ee pert an 
ie = * ee” | Cah 
2 ae gd AF 
¢ | = Bs : 4 be 
i | — |i eel | | 
be | FF 2. OG x yr 
ae SSC‘ —_— SS a. 
aie i 4 ce oes . 
“" a ° cameatie er. : . . 
a | BE ON THE LOOKOUT FOR CAR NUMBER C & O 50999 
ie P| 
= Ns — 
a | a) ce | 
a f- WElreGsASt bc on ig f 
fe ik I eee me 4 { 
"ve — 7 ——— ee as 4 
=! ‘i : 
i 
a 3 j 
a 
ve 
2 | 
is a= 
a 
E “ge 
or een 
ct 
— 
a Si po 
hie 4 y 
2. on a 
ae Z el ’ 
ig v 
oa sgh . 
aan . DN * 7 
2? ; 74 ote F 4 
a ae r oe ; 4 ¥, 
PP  $§$§£$£—__—_—_—— lgah en Be 
an f ,# ‘pw ae tt y) - 
: yo “a ia? eT: 
; ‘ 5 TSP f (aon 
a 4 tof 3 ote fa a 
ES ; ry - : ng , x ‘ 
a. 3 a De BX ak as PO) 
nae Sahat a fe J hy 
sie \ SER 0 DRS ee 
= ee : \¢ _w GJ ” oe er ¥ 
gies DRESS: a Tiki 
a E Bu: Sonate ~ ‘a : eee ais 
meh ¢ xt aS A; v 7 %) Pies = . 
ace omens co 
J aus Che ere ’ SO rat * ~) _ 
Ly, aCe ean + ‘ Eee om «, 
fae cry ee Vs = mee 
ts ae ne e 2 hones beenmer ~ 
= rer . 
ina 4 
a ree 
ll 
; ee 
fl 
Bs | | ‘eg; eee 
og j Lo ~ 
es vied ee / ! 
eames “il | be = 
- - \ 4 
il o | : . . 
oe. -: A ee 
i | a : % ee 
oe es is | 4 ~\ ‘ 
a a . 
ff “Org / ’ 4 7 el 
r Th j ~ 3 
ye Month ong tt ae ) 4) | 
g : . a a ie ——— 
¥ . 4? SS eS . 
Sak “ | y 
“ee . . = \ 
Bs | - Si 
. — oe Qs 
a a Fe 
ee ee AGE QO a 
a, 
ae “ es. 
j es ae gate re F en ' b L Se 
ae eS SUR ea ee we ae eee ie PE AE are UP a Pe aM = Pg a ey eA ae et ue 6 ow te: ot (yr Ey la ST cae gi rt “ot a ee ete oe a? 
. t- 38,4 fe Bra at ae eee A 2 eth eae ae | ey pe Pe ee ee ee Fs. gh sda Dee A a ee ee ee ek Oe A es pe A ae ee ee. oP Ere ee on is oe oer 5. ee 


: . a? # Pee ore , ace u 
sensi OD Ek De ee OMe see li 3 cae 
z F ag! : > f , 4 
April 13, 1942 ADVERTISING AGE 17 


of all sponsored or contributed ad- folders, broadsides, booklets and appreciate your cooperation in pas- slogan for any American these days The two tones of brown used on 
vertising today. Even in 1917, Col. gorgeous, bound volumes promot- sing it along to others in your de- —and particularly so for a com- the tank are official U. S. Army 
Rankin was the one advertising jng various media always in Partment or organization to whom pany engaged, as we are, in the camouflage colors. 

man who had the courage to stand patches of from five to nine copies it might be of interest. A con- manufacture of camouflage paints, These stickers are being attached 
for paid advertising by the govern- yer mailing piece. All copies go to Vement routing chart is on the back . to all mail sent out from our offices, 
ment, with President Wilson, Sec- the space buyer, who throws away cover for this purpose. Thanks. _Lers pur on tws - with larger leaficts enclosed as 
etary McAdoo and others. : Other publishers and radio sta- 


== stuffers. The larger stickers are at- 
tached to shipping cases sent out 
from our factories to all parts of 
the world. 

No, we haven't copyrighted this, 


LA bees Sf, 


Advertising won’t get “paid” ad- all but one, and then if that one tions might well take note, and in- 
ertising until it presents a united has a worth while message for other cidentally save themselves a lot of 
ront to the man in Washington, ™en in the organization, he routes money spent for printing and post- 
th a sound program, after adver- it to them. It is a sad sight, in these age. : 


tising has “cleaned its own house” times of paper and ink shortages, RICHARD L. EDSALL. and don't intend to. It’s a good 
f super-dooper “flag waving” ad- to see such Gargantuan waste. Research Director, James slogan for anyone, and if your 
ertising. Praises be to Arthur Therefore we hailed with glee Thomas Chirurg Company. ‘ reader wishes to adopt it, he may 
vice of Sears for saying what Country Gentleman's latest bro- Boston. do so with our blessing. Let’s all 


Donald M. Nelson undoubedly chure “Cold Feet.” at the end of 


a blackout paints, and many other put on the war-paint—and tell the 
suld like to have said. I’m for which was this excellent message: 


materials with direct or indirect world about it! 
. id advertising when advertising “In conformity with the national Adopts New Slogan bearing on wartime decorating and D. K. STANFORD, 
ves it is worthy of its “hire.” need for conservation of printing To the Editor: Let’s Put on the maintenance work. Advertising Department, Wesco 
C. E. WALBERG, materials, we have strictly limited War-Paint! We've interpreted this slogan in Waterpaints, Inc., East Boston, 
Kol _— Corporation, Ore- the quantity on this piece. We shall We think that’s rather a timely the five-color illustration enclosed. Mass. 
gon, : 
Editor’s Note: Mr. Walberg 


eaks with the authority of one 
o was intimately connected with 
, government advertising activities 
during the last war, having served 


i an executive of the Division of 
, .dvertising. | 
x 
e vs v 
Patriotic Appeal 
= To the Editor: It occurred to us 
e- that the enclosed engraver’s proof 
its { the new poster cover design for 
ed ir company publication, “The 
ont Glass Lining,” might prove news- 
to 
“ SPEED / 
var speeo! SPEED / § 
ing 
in 
ofit 
In 
Vas 
lay. 
to 
ally 
er- 
shes 
pred 
ited 
ign 
sible 
| of WE MUST NOT DIE AT SUNRISE! 
Jase 
worthy because of its timely ap- 
peal. 
Our “sheet” will not be released 
until next week so if you wish to 
use it you can “scoop” us. 
H. R. HANSON, 
ty Advertising Manager, The 
4 Pfaudler Company, Rochester, 
: ae 
v v v 
Add Stogies 
To the Editor: Copy Cub, in the 
¢ April 6 issue, says “Government 
officials confidently predict a_ big 
increase in tobacco consumption 
this year, visualizing billions of 
cigarets going up in smoke and - } 
taxes.” 
He should add “. . . and SIX BIL- ee ¢« ®e n 8 t g é r 7 
LION CIGARS, showing the great- 
est demand in 17 years—the in- ‘ “ . P ° 6 
crease covering cigars in all price The business which inhales deeply of well conceived advertising always 
drackets.” 
ewe Ene PALMER. has stood an excellent chance of enjoying a long healthy life, while the 
Director, News Bureau, Cigar 
Institute of America, New self-satisfied fellow with all his expansion on a lower level often fades out 
York. 
vv early. For half a century Champion paper has helped pump the oxygen 
Dispensina wi a ‘ ‘ ; f 
rT pensing with — of advertising into the blood stream of business. High quality, complete- 
Ee hose Extra Copies : i 
To the Editor: Into our office ness of line, good pressroom performance, make Champion the choice of 
ta come simple or elaborate : ° ° . ° 
om buyers everywhere. With mills strategically located near raw materials and 


industrial centers, Champion is well situated today to make prompt delivery 


of pulp for explosives, and paper for Government and essential business. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


‘50, 000 WATT | 
STATION’ COVERS BOTH 
NORFOLK AND 
RICHMOND 
DOWN IN VIRGINIA! 


Richuoad Diak 


MPD 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . .. Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATL + ATLANTA 


10% 


PAUL 4. RAYMER CO. NATIONAL REPRESENTATIVE — 
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ADVERTISING AGE 


April 13, 1942 


Plan Cooperative 
Wartime Campaign 


Ready for Emergencies, 
1942 Copy Will Tell 


Consumers of Area 


Kansas City, April 9.—Coopera- 
tive advertising of the Missouri 
Association of Public Utilities will 
shortly include copy declaring that 
the state’s non - municipal - owned 
public utilities have perfected plans 
to maintain service regardless of 
any type of “enemy action” and are 
ready for wartime emergencies. 

“It is the utilities’ duty to its) 
customers to serve fully and ade- 
quately in times of adversity as in| 
normal periods,’ Wheeler Godfrey, 
account executive of the Barrons | 
Advertising Company, which han- | 
dles the accounts, told ADVER- 
TISING AGE this week. ‘Public con- 
fidence is built through contact 
with accurate facts. Prevention of | 
epidemics depends to a large extent | 
in thickly-populated areas upon 
adequate maintenance of gas, elec- 
tric and water service. We believe 
the advertising explanation that 
Missouri public utilities are plan- 
ning to this end will not only boost 
public morale but will also further 
the association’s advertising aim of 
building goodwill throughout the 
state.” 

Entering its eighth year of coop- 
erative advertising, the association 
will continue its basic program of | 
1941. Fifty thousand dollars has 
been budgeted for the campaign, to 
be centered in newspapers. Initial 
placements were released the weeks | 
of Feb. 8 and 15, and approximately 
500 daily and weekly newspapers 
are on the schedule. Initial 1942 
copy, headed “Your Utilities En-| 
listed in Home Defense,” explained 
that war demands conservation and | 
saving, and solicited customers’ aid | 
in avoiding waste and extrava- 
gance. It also pointed out that! 
utility service “saves time, work 
and worry—it saves and leaves you | 
free to serve.” 


Began Eight Years Ago 


How the association’s advertising 
program grew from an emergency 
measure eight years ago to its pres- 
ent unified goodwill-building pro- | 
gram was explained by Mr. God- 
frey. 

“Kansas had adopted an ‘anti- 
merchandising’ law and _= similar 
legislation was suggested for Mis- | 
souri,” he said. “Convinced through 
a study of results of the Kansas 
law that household appliances in| 
the electric, gas and water fields | 
need large scale ‘area’ testing and | 
adjusting to fit the locality, and | 
because of the public safety factor | 
involved, the association opposed | 
the legislation that would have. 
closed out their appliance depart- 
ments. 

“Advertising was chosen as the 
means of carrying the association's 
story to the public. Actual effects 
of the anti-merchandising law in 
various Kansas localities were cited. 
Dealer testimonials were included. 

“During the first year about 
$70,000 was spent for advertising 
along this line. And the following 
years the same story was presented. 
The copy told why the utilities had 
to be more careful in their selec- 
tion of lines of appliances, that 
once they took them on they had 
to continue them, had to test them 
for safety and economy, and had to 
put their own reputation behind 
them. The point was made that 
because of these factors it was to 
the customer’s advantage to pur- 
chase appliances from his utility.” 


Adopt Permanent Program 


For the past two years all copy 
has been pointed to this “goodwill” 
objective. In 1941 the association 
extended its campaign to boost 
other Missouri industries. Copy 
was used telling what these other 
industries do for the state, with the 
slogan: “We are partners with Mis- 
souri’s industries.” None of the 
advertising mentions the utility 
member companies separately, but 
is signed simply, “Missouri Asso- 
ciation of Public Utilities.” 

Preceding announcement of the 
association’s 1942 campaign, there 
was some speculation in local ad- 
vertising circles as to whether the 
program would be carried on in 
view of shortages in home appli- 
ance lines. The program already 
under consideration did not feature 


appliances but was pointed entirely 
in the “goodwill” direction. 

The Association includes in its 
membership all privately-owned 
types of public utilities in Missouri 
with the exception of the telephone 
companies. The campaign will in- 
clude s’x or seven releases in 1942, 
with 3 column by 7-inch ads. Home 
defense and_ patriotic themes will 
predominate. Copy is also planned 
to explain the part the utilities play 
in the war effort. 


Perin to West Coast 

R. L. Perin, since 1929 sales man- 
ager of the Cincinnati district, has 
been named Pacific Coast sales 
manager for Continental Can Com- 
pany, with headquarters in San 
Francisco 


CIAA Hears Hurley 


The April dinner meeting of 
the Chicago Industrial Advertisers 
Association will hear Neil C. Hur- 
ley, vice-president of Independent 
Pneumatic Tool Company, Rock- 
ford, who will present the view of 
management toward advertising. 
The dinner will be held April 13 
at the Merchants’ and Manufac- 
turers’ Club. 


LeTourneau Reports 


R. G. LeTourneau, Inc., Peoria, 
Ill., decided to give its plant city a 
picture of what the company really 
did. In the shape of a full-page 
advertisement, the company showed 
the citizens what its sales were, 
what its taxes are, what its role in 
the war drive is, and how many 
employes it has on the rolls. 


Cigaret Makers Get 


‘May 1 Foil Deadline 


The War Production Board has 
ordered cigaret manufacturers to 
cease the use of lead foil in pack- 
aging on May 1. Production of 
metal foil for the purpose was 
stopped by a previous order, but 
the date for termination of use was 
set because of the unbalanced in- 
ventory position of companies in 
the highly competitive field. 

Another amendment to the lead 
conservation order forbids use ot 
the metal in buttons, costume jew- 
elry, novelties and trophies. 


Delehanty Appoints 

Delehanty Institute, New York. 
has appointed Bermingham, Castle- 
man & Pierce, New York, as adver- 
tising agency. 
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Peggy learned a lot about her own sex when the |’0°' 
Traveling Fashion Pageant came to Washington, ind 
women, all ages, made a bee-line for The Hecht Co. The s ‘ore 


There was that flurry last August when America’s beloved A 
3 comedian, Ed Wynn (abetted by the Post), presented 
‘*‘Cool-Off Inventions” for hot weather 


Not only was public sentiment 
swung to the side of the utilities 


and the anti-merchandising legisla- @ Eee handising idea 


nae tion passed over, but the associa- designed to pep up summer business in a dozen or more de- windows blossomed out with Post covers, from which the 
tion found that tMis informative partments. The Hecht Co. turned this into a real opportunity. fashions originated, and 3,600 lines of Hecht advert:siné 
pastel ee ios ae s They built a real promotion around the Post ad, ran 2,400 ballyhooed the gala event . . . invited Washington wome '€ 
; : regular annual cooperative adver lines of their own advertising, featured Post display pieces in see this unique fashion show. But there’s still another example 
ae diets tising program. store windows—and store traffic broke records. of this same clever merchandising strategy . . . 
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Publisher Asks 
Tax Relief for 
Small Business 


Personal Service 
Status for Agencies 
Sought by Benson 


Washington, D. C., April 7.—W. P. 


obby, 


publisher of the Houston 


ist and former governor of Texas, 
peared before the House Ways 


ad Means committee today 


to 


| urge the lifting from thousands of 


small businesses, including newspa- 
pers, of a “sentence of death” im- 
posed by rising taxes and shrinking 
revenue. 

He made his plea in behalf of 
firms which went into debt before 
huge war appropriations led to in- 
creased corporate income tax rates, 
and who expected under former 
rates to be able to pay debts from 
income. With revenue declining 
and the Treasury proposing the 
highest tax rates in history, they 
cannot hope to meet fixed obliga- 
tions and “will face the bitter alter- 
natives of foreclosure, liquidation 
or bankruptcy.” 

Mr. Hobby proposed that relief be 
offered in the form of an income tax 
credit for money actually paid on 


debts incurred prior to Jan. 1, 1940, 
and credit not to exceed in any one 
year five per cent of total indebted- 
ness contracted before Jan. 1, 1940. 
Congress has recognized this prin- 
ciple, he said, in permitting war 
production to amortize for tax pur- 
poses in five years. The relief ad- 
vocated by Mr. Hobby would be 
limited to companies with war con- 
tracts, with amortization spread 
over 20 years instead of five. 


Cites Newspaper Publishing 


Although speaking for small ci- 
vilian business in general, he re- 
ferred specifically to newspaper 
publishing, saying “you gentlemen 
know what the rubber situation and 


curtailment of automobile use has | 


done to advertising. The same thing 


is happening in other lines which 
used newspaper space, such as re- 
frigerator, radio and washing ma- 
chine manufacturers, home building 
activities, and real estate transac- 
tions generally and in merchandise 
|lines, too, because of shortage in 
stocks. 

“In the case of my own business 
these trends are strikingly  illus- 
trated. During a five-year period 
|the income tax was as follows: 15 
per cent of net earnings in 1937; 
| 19 per cent in 1938 and 1939; 25 per 
leent in 1940; and 45 per cent in 
1941. It is proposed to increase it 
| to 65 or 70 per cent under Treasury 
| proposals in the 1942 revenue bill, 
which would make it impossible to 
meet debt payments. 
“Most businesses 


through strict 


Anthropophobia (fear of meeting people) would be a tough 

ailment for Peggy, the girl at the Information Desk at 
The Hecht Company, Washington, D. C. Events this past 
year have brought greater throngs of shoppers than usual to 
this department store. Peggy’s desk has been surrounded by 
eager customers month after month... It’s been due to smart 
teamwork between The Hecht Co. (the Store of Nationally 
Advertised Merchandise) and The Saturday Evening Post.. . 


cA 


HERE'S YOUR © 
AG 


This 24-page newspaper supplement is part of 28,400 lines 

of advertising that Hecht keyed to the Post survey on 
“What people want for Christmas.”’ (The Hecht Co. adver- 
tising of all 1941 Post promotions totaled 41,600 lines.) But 
this is only one store... Thousands of other retailers— grocers, 
druvgists, furniture shops, men’s wear shops — consistently 
Capi'alize on Post advertising. These merchants know ... 
People pay attention when they see it in the Post. 


HRIST 


MAS GIFT G 
55 OF AMERICA'S FA 
ORE OF NATIONALL 


CHT CO _ 
EY BY THE SATURDAY EVENING 


YIDE FOR 194 


$ 
VvORITE GIFT : 
y FAMOUS MERCHAN 


AND BASED ON 


DISE 


Men got a break in two big Post-Hecht promotions last 
year. In June the Post enlisted movie star Robert 
Benchley to tell folks how to treat father on Father’s Day... 
In September the big news among college men was the Post 
Poll of College Fashions. Washington newspapers carried over 


4,800 lines of Hecht advertising 


featuring these events...The 


Hecht Co.’s windows were full of Post Advertised merchan- 
dise. But Peggy remembers other occasions .. . 


Hi lt hii 


JOIN DRIVE 


WE KNOW LIFE 
WE KNOW THE VALLEY OF DEATH! 


LBknewel 


THE JACKSON COUNTY MEDICAL SOCIETY 


Contributions by members and non- 
members of the Jackson County Medical 
Association paid for this full-page ad- 
vertisement run recently in the Kansas 
City Star and Times, adding a new voice 
to the cry for all-out war production. 
Rural papers also carried the appeal. 
Barrons Advertising Co., Kansas City, 
placed the copy. 


economy managed to pay their 1941 
taxes and also their debts, but this 
year their difficulties are multiplied. 
Expenses already have been cut to 
the bone, but ahead lie much higher 
taxes, with the real impact of the 
war on normal business just begin- 
ning to make itself felt. The ques- 
tion is whether these businesses 
shall be given tax relief which will 
enable them to remain in existence 
or whether the way shall be left 
open for a wave of foreclosures and 
bankruptcies.” 

Mr. Hobby added that “within 
one week two very old and once 
well-established newspapers were 
forced to suspend publication’—the 
Dallas Journal and the Kansas City 
Journal He called their demise 
“symptomatic” and predicted that 
large scale suspensions in all lines 
of civilian business are in prospect 
unless relief is granted. 


Benson a Witness 


Advertising also played a_ part 
in the testimony of another witness 
last week. John Benson, president 
of the American Association of Ad- 
vertising Agencies, asked the com- 
mittee to amend present tax law 
to enable agencies to qualify as per- 
sonal service corporations. 

He charged that present tax law 
on the subject is “ambiguous” and 
that Treasury experts disagree on 
its interpretation. Mr. Benson char- 
acterized agencies as “100 per cent 
personal service’ companies. If so 
classified by law, they would be 
able to use the invested capital basis 
for exemption from corporate taxes 
instead of the average earnings 
basis. 

The committee expects to con- 
clude public hearings within 10 
days, after which several weeks of 
closed sessions will follaw. Despite 
the administration’s continued op- 
position to a sales tax—reiterated 
this week by President Roosevelt 
it is expected that some form of this 
proposal will be included in the bill 
reaching the House floor. 

Mr. Hobby’s testimony elicited 
from Rep. Harold Knutson, Minne- 
sota Republican, the observation 
that the picture for newspapers is 
“very, very dark” and that the pub- 
lishing business is going to be “very, 
very hard.” 

Mentioning specifically the New 
York Times, Chicago’ Tribune, 
Washington Star and the Kansas 
City Star, he predicted that “out- 
side of three or four newspapers 
they will all have to be dipping into 
their invested capital pretty hard.” 


MBS Billings Doubled 
Mutual network billings for 
March, 1942, totaled $1,053,444, an 
increase of 105.4 per cent over 
March, 1941, when the figure of 
$513,774 was reported. For the 
first three months of 1942, MBS 
billings totaled $3,016,141, compared 
with 1941’s $1,461,162. This repre- 
sents an increase of 106.4 per cent. 


ae ane ot PR, # ae BEY awe - rae A ae =e Sere Ne 0 Pees sc ny UG ese) Pant es 
me AT ek ee he hal ay eRe ne ae a) ee ares he oe em eae ec ee Pe <S eh See a: ; " ki " nee eS cee rebes, 1 aS Sepat i. site it 
eo: eS . 
| es 19 ellos 
— aaa - ~ x ea en i. i : : 
ae 
K . 
* . oie 
I Pi. 
; nn e 
a — . a ; 
eG SAIS. TSS a en ae a a thes. a bi 
| : 7 -_ oo ae wash 
TH Fay , <5 4 . ee — Fl es | . Ee, ra « seaiy Py : eC 4 iy 
bs 4, CHI"¢ : P ‘ aad gt . ’ Ya 1 — ag : . Fs il 
‘ : ae 0 2. fo ore 5 SF Suga e 4 
| Bir SRD ae - Beene bite 
: ‘ MBIT itp ee Rory AIF * pile z ae pees 
5 _ z RK a s eee ; . *, 
4 Le, iba a 4 H a. Oi ae . * we game : ae 
J | | imap OE BF a —_—> ~<a 
{ ‘ i a Wiig a - — oe - . ie ae a ae 
z : ; ' . ' , >. Magy % + ie a MN 
é ane oh j ' q ~ - , fs. 7 a ba i 
Ae a3 : t } } 6°. # . : : \ » % 3 8 a aS ” wate 
ecureaue o« ‘ a Bw i.Bi ~ ! wd) : v4 he “ ‘ EEE ie” 
we ve ; atypia it B 4 Sti» | e¢ ; f | “Ay ‘s 
. ¥: ; a . ke ‘ ® 4 i ; ; ‘ i q 2 ‘ vp " 4 ie i 
; if i : ‘= : } | j . | Ry x Yt ¢ A : c . \ a ; 
z f ag ' i : ee 4 - 
. p i Soir i * . | | Ba Pes £ ~ as 4 if “s \ : Be 
2 te . o : 4 { my) i Pe : 2 . ; > x bs i 5 
as oe * x : S 4 AF, =a . . z , eas = 2 
ya ite ' il : : - ' | t AF : ‘2 ’ Re nT * } P) o r {e : : RB Nl i 4 
f bs : A of . ; - .> - " a vs 
ae 4m: H t 5) > Z OM Spe Ot * te. ’ : 
ive i :. | , ’ ; ~ R % ) ~ . Bare ‘ 7 ce 
“ae ie 5 _ } | : / ? y - Ny! q < eT 4 dss 
; - - i if. ; a4 ' j , , e ae ed — « No Ri - — aj 
cee + iL @ { 7) hh ; he Ba g. Za ‘6 es %", Ber Rats - 
roe , 5 a PAM. LR aay = ‘3 vg . tee " =." - owromer f 
: ; oe ae ¥ se t es ~t : oun jae, P| a pay 2@ ‘ t . A ed |S —) S 
: a _ | eee ] ee ~] = | t ! “ ‘ ‘ f , | & ; | Pr: AS . 4 nanan par siete pene 
oe ee re ' i ’ oe / —s . we sl il £ lane i 
— ee a i ‘ | . | ll eee) ri. oo ‘. : . a a) a 5D neti h 2 > a aaa | rae 
; i oo sa . y) ~ ijt . moe pea 
[a ‘ ‘ é or ee 6 ey aie a hg Chae sari yo. ow pg ee 
: >» . > * a . Ba Ba Cai hy ‘ ir be ar , * yy : wae oe la aid : L €. ae ieee 
FY / ae SR RS Pe ot » wom, | =. # <r On! a ee ao. ol 
mg Bp eee ee eae \ Ty aS Sa ae 
y ee 4 es ee ee 2 4 ave ey ge OY " ; 5 A Se ve } ) ee “a - i 
t cn oe a, eG 4 sd ee) ee ‘a SL etal chs. a a ? 
§ eg 5 sat e.. ; & ia re mak oe ee a — : ‘ re , ( Kee Oa i “ ~ ‘: 4 Ee eS 4 a Bh: 
” f ‘ti Ce et St Oe | a 8 ee a Pl Bae ie A | a ae oa (ns 
: me a fat ih EPP a : Fae é A J ; be J we ; os : 14 . es AD oy , a 
‘ bhai fh) titi lly : S Led , . = : 
Pied 
| eee FEE “ 
7 : 
ag id 4 By. be es in . ay he i" 
N : y Na GS Soh as ss 
aa = } - . a 7% © FH c , ee 
¥ - re \\ ee 
» “3 . e . eS gee ft ‘ ~ 
* / ; mA eS meess | mae * . 
| op | EE Seen eaAy | 4 
‘ ‘ Best. ag a a seg ei rs es 7 os ¢ J 
Gristn 11 iF a oe } | ae > Vee ie 
j ‘ , sg i i YD - 7, ae 
3 Se ee %, r . ut = : 7 ” —=_= or, t - %, ; 4 
‘ e. fae F ’ - “4 ° ,. . “_ ia . 
< a" 3¥ A : 2 . : a E oh ay are, ‘ ae. SYS —_ ‘ a 
"4 ’ G * + R K ieee : « 
ae Tae 2 DaMeERICA’S ‘ 
| oF ~ * i - aa abt ao » real : E 
i a Bie. a ‘ 3 af ee oe ae 
Ge pit “t ee aa ee —— ; BS EES a aE aA EE ie ES 
; ae i ae , we 4 wns aren r eas e 
4 : 7 A ee F re fyi aie ae : ; 
Ret eet wed 
7 i es 4 oe -_ ig. a — i ate 
. Fr g gg = tet Gt. aa ‘ 6 é: s € ro Pei ; 4 ; 5 _ re Oe st ai fe ea f 
a Ps gn A” Nese di , ee » 2 EEE eee 
a ; Ss 2 ee i > — : i i On i a, 
- Z ; Ci oy) —" . . a ; Ly —e ag aaa a me a, ; i he ee 
Y ‘ Sa ae € : ld : Ss F L L F R 4 ea BY. : F ss ae 
be = 2 4% a A f ‘ m ” * ez a om 5 ae ¢ ® p es 
‘ ‘-3 dayne, e. : ae s ‘ Pini be = a od ie ae Bi: 
Vs ae a a eee PE 7) 5 
‘ OL RORY i LE Er Bi ot a. A 2 Baia 
| Bc _ PPO SA Re \ Prin 
a _ FROM THE ke 4 L_— a ; at ‘ “ 4 iy Pe. 
a . i A SURV ‘ee 7 > ae a sie te : 
eee : , 2 ne shit ala F :# 
; — Ee oe : of 
46. AY baie Pies * a 
P i yf Wi 4 bre tigi an \ \ Wa: . Ae ™ 3 wae - a 
Lm) NA — 
EVENING POST 
% sO ey ; 
he , / = 
Saree. E ‘ ‘ eI * Wi a F 4 ae 
oe ok Se at ia arty ha vs A 
ET ek ae NR 8 > 
.... ARBRE ea ee (Phics #7h4 yay : a oS eee 
Mig. OO 
i Se ee " Lena’ tee “4 ee 5 
th , if if i 4 ’ iii ol ‘ 
ij Wii i} Hf, HH i . Vi : i | \ \ \\\ \\ \ % 
a = ce a a pa re a nae ee ee. ee et PF sian rea ee hehe Ae ei eae Hes Oe. ee Oe ee Se 
q gs ‘ 5 8 ne nee = p . aed fe seat, PA aot ee ied & a a ay fos -e Cae an 5 “| ~~ aes 7 ire. nie al : a ‘ . aca 3nd J . , Me or eS . a oe. at a si wee ae Saye peo ne a em oe : i al Ee ¢ % : ‘ eee aa] } =] a ‘ 
+? ‘ iia es = iat eae sah Waele a vo oa as Sim St aa Es ee ne Fam ong ae Ph nes ge ee ee “7 


20 


ADVERTISING AGE 


1942 


April 13, 


Kalamazoo to Sell 
lts Stocks, Then 
Close Retail Stores 


Chicago, April 9.—Striking hard 
with copy designed to meet similar 
competitive tactics and _ frankly 
intending to sell its stores clean of 
ranges, then cut its retail outlet 
system to the bone, Kalamazoo 
Stove & Furnace Company is Ccur- 
rently running 30-inch copy once 
weekly in 160 newspapers. 

Realizing that it has but a short 
while until some sort of govern- 
mental edict makes the days of 
range-making past history, the 
company is turning on the promo- 
tional heat in its prime selling ter- 
ritory with the object of cleaning 
its store floors of ranges, reducing 
its number of stores until only a 
nucleus of a_ post-war distribu- 


tional system is left, and putting all 
its punch into war production. 
That the company has foreseen 
the range-stoppage order is evident 
from its annual report in which 
President A. L. Blakeslee reported 
that in December, 1941, government 
regulation restricted 


production to | 


64 per cent of regular production | 


or the first four months of 1942, 
and “further severe cuts in the 
manufacture of cooking and heating 
units after April 30 are expected 

prices were frozen regardless 
of cost increases ... with reduced 
stove and furnace production im- 
mediately ahead, we set about to 
tighten up our whole organization. 
As a resuit, 120 ‘Kalamazoo’ stores 
have been closed up to this time.” 
Of the 167 stores remaining—Kala- 


mazoo owned its own outlets—no 
definite number is set to be held 
over, but the obvious intention is 
that the paring operation will go 
deep. 

In New England the “close-out 
sale” advertising will take a new 
twist. New England has always 


Bouquets from 


British Columbia 


ALRANSAS 


thousands of listeners 
channel voice of W WL 


you, of course. 


attests, 


PRIMALY and Cr¢ 


regularly. 


WWL Daytime Coverage ( 


ONDA’Y 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


Thousands of miles from the Crescent City, our fan mail 


the 50.000-watt clear- 


Its plus advertising for 


But undisputed dominance in the entire trade territory of the 


South's largest city is the real payoff in profits when you use 


The greatest selling POWER 


in the 


South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


DONT. FUELED’ 


Be ready with a Kalamazoo Combination 
Range that burns any fuel-Gas, Oil, Coal. 
Wood. Quickly Converted. 


fetume cast irom conser nt soclain enameled throughou 


BUY WITH CONFIDENCE 
BUY 
NOW! 


Branch \ddress 


‘A Kalamazoo 


Direct to You” 


Preparing to sell out its ranges and then 
close many of its retail stores, Kalamazoo 
Stove & Furnace Co. is running ‘'close- 
out" copy in 160 newspapers. This copy, 
featuring the fact that Kalamazoo's com- 
bination ranges can be converted to 
burn a variety of fuels, will run in New 
England and the Eastern Seaboard where 
an oil shortage looms. 


been a 
ranges 


arate 


territory for combination 
(oil and gas burned in sep- 
compartments in the same 
range). With the oil shortage loom- 
ing, Kalamazoo has a_ bulge on 
many of its competitors in that its 
ranges can be converted to coal or 
wood burning by removing the oil 
burner. The operation 
imple and inexpensive. 


involved is 


Mail Order Continues 


Although the company is 42 years 
old, it has no similar World War I 
experience to guide it. During the 
first war, the company sold only on 
a mail order basis. It. still 
and expects to continue its 
order business during the 
war. Too, its furnace and 
business will continue, at least for 
a time, but without benefit of retail 
outlets 

Sales 
ahead of 


does, 
mail 
present 


for 1941 were 35 per 
1940 up to Sept. 1, 
instalment credit restrictions 

75 per 


into effect. Since 75 
business was done 


the company’s 

on time payment plans, the order 
requiring a down payment of 20 per 
cent naturally hampered sales. On 
Cet. i, 


cent 
when 
went 
cent of 


tric, and oil appliances, and on Oct. 
15 a government order limited cop- 
per used on all gas appliances. The 
company’s net earnings for the year 
ended Dec. 31, 1941, were $482,159, 
compared with $588,103 in 1940. 
By means of war contracts, the 
company feels, its manufacturing 
organization will be kept intact and 
its plants will be kept operating. 
Release of the 120 retail stores in 
1941 failed to reduce sales, since 
most of the stores cut were mar- 
ginal outlets and did not account 
for a major portion of the business. 


Kalamazoo feels rather confident 
about the retail store personnel 
which will be released when the 


stores are closed, because employ- 
ment figures generally are on the 
rise. 

Fulton, Horne, 
pany is the agency 


Morissey Com- 


Doesn't Like Defense 


The members of the 
Buffalo Advertising Club, 
N. Y., have voted to exclude the 
word “defense” from spoken and 
written words regarding the war 
effort. Defense, the club’s§ an- 
nouncement says, smacks of com- 
placency and security. No definite 
substitute was nominated, although 
a vivid “V”" was shadow-printed on 
the announcement. 


Greater 
Buffalo, 


NBC Renews Kaltenborn 


H. V. Kaltenborn, radio commen- 
tator, has signed a two-year re- 
newal contract with National 
Broadcasting Company. He is cur- 
rently sponsored on the NBC-Red 
by Pure Oil Company and Lumber- 
men’s Mutual Casualty Insurance 
Company, as well as being heard on 
NBC special event broadcasts. 


heater | 


a 10 per cent manufacturer’s | 
excise tax was laid on all gas, elec- | 


Twenty Grand 
Drive Extended 
on West Coast 


Louisville, April 9.— Encouraged 
by consumer response to a four-city 
test launched for the new Twenty 
Grand Imperials in February, Ax- 
ton-Fisher Tobacco Company has 
released schedules for a full-fledged 
campaign promoting its third king 
size cigaret throughout Pacific Coast 
areas. Some insertions, in 950-line 
size, have already appeared in the 
drive which will cover California, 
Washington and Oregon with copy 
running twice weekly. Twenty 
papers in 18 cities will be used. 


Twenty Grand Imperials were 
launched two months ago. with 
tests in Tacoma, Wash., Fresno, 
Cal., Evansville, Ind., and Lexing- 
ton, Ky. (ADVERTISING AGE, Feb. 
16). Usual copy. pictured the 


cigaret smoker as a dual personal- 
ity and assured him the new long 
smoke would appeal to both his 
“fun-loving side” and his “con- 
scientious side.’ Outdoor posters in 
the test areas followed a_ similar 
theme. 

Copy in the new drive now get- 
ting under way has dropped the 
“dual-personality” angle in favor 
of a “heavenly flavor plus complete 
throat protection” theme that urges 
smokers to “try the most up-to-date 
cigaret in all America!” McCann- 
Erickson, New York, directs 
Twenty Grand account. 


Binder with “Times” 


The advertising association of 
R L. Binder was __ incorrectly 
stated in the Photographic Review 


of the Week published in the April 
6 issue of ADVERTISING AGE. He is 
national advertising manager of 
the Chicago Times. 


Platte Resigns 
Frederick A. Platte has resigned 
as vice-president of Anderson, 


Davis & Platte, New York, to join 
Sharp & Dohme, Philadelphia, as 


assistant to the executive vice- 
president. Lewis G. Van Akin suc- 
ceeds him as vice-president and 


space buyer. 


the | 


_ EXTENDED 


: oe we present to you 


who smoke cigarettes something 


altogether new and different in 


-, HEAVENLY FLAVOR ‘ 
4 + 
COMPLETE THROAT PROTECTION 
Try the most up-to-date cigarette 


in all America! 


A new copy theme in place of the "dual- 
personality’ advertisements tested by 
Axton-Fisher Tobacco Co. in February is 
used in a new, expanded campaign for 
Twenty Grand Imperials. Twenty Pacific 
Coast newspapers will be used. 


CBS Gets Derby 


The Columbia Broadcasting Sys- 
tem, as it has every year since 1935 
except for 1937, will conduct an 
exclusive broadcast of the running 
of the Kentucky Derby at Churchill 
Downs, Louisville, on May 2. Gil- 
lette Safety Razor Company will 
sponsor the program for the third 
straight year. 


“News” Backs MacArthur 
The Cleveland News has formed 
a “Back MacArthur Club” in Cleve- 
land, and a 100-citizen committee 
is carrying forward the drive begun 
by the News. Goal of the drive: 
purchase of a fighting or bombing 
plane for Gen. Douglas MacArthur. 


Gets Cravat Account 


Tandy Advertising Agency, Ltd., 
Toronto, is handling a radio cam- 
paign for Tootal-Croydon Cravats, 
made by E. & S. Currie, Ltd., To- 
ronto. Transcribed spots in English 
and French will be used on 22 sta- 
tions. 


> 
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Beacon Journal Circulation 


and so does 


* Employment of 91 


industry center. 
an 


29%) over January, 1941. 


paign, youll find 


Represented by: 


Akron District 
reflects the continued expansion of Akron as a war 
Employment during March showed 


increase of 4% over 


*® Beacon Journal circulation also hit a new all-time 
high with a Daily average net paid for six months 
period ending Mareh 31. 1942, of 113,905: Sunday 
average net paid for the same period, 96.527, 
age net paid for the month of March, 1942 
Daily. 115.906: Sunday, 99,119. 


* If you are looking for a market where immediate 
response will come from a well-planned sales cam- 
AKRON 
JOURNAL a hard-to-beat combination. 


AKRON BEACON JOURNA 


STORY. 


New York. Philadelphia. Chicago. Cleveland. Los Angeles, Atlanta 


manufacturers 


January 5th. 1942. and 


Aver- 


THE 


BEACON 


BROOKS & FINLEY 
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> a eee _ = 
* Studebaker Corp. . . the announcement copy ran 15 commentary pregram over KNX, 
Earn 1 ngs of Net profit for 1941 was $2,486,- Union Oil Copy inches on 5 columns, and where and in two 1 column, 10-inch 
397 compared with $2,124,628 for color was not available it was “John Clinton” advertisements. 
d t ° 1940. Offers New Auto scaled down to 760 lines. Fifty Lord & Thomas, Los Angeles, 
V er isers leading Pacific Coast dailies carried handles the account. 


Chilton Company 
Net profit for 
1941 was $385,187 
$201,- $231,431 in 1940. 


the company in 

General Motors Corp. compared with 
Net income for 1941 was 

652,508, compared with $195,621,- Marshall Field & Co. 

21 for 1940. Alfred P. Sloan, Jr, Net profit for 1941 was $5,485,942 
airman of the board, reported compared with $5,692,981 in 1940. 


at the company is_ producing} a 
ore than a billion dollars a year Goodyear Tire 
Net 


armaments, and that 86 of the earnings after all charges 
poration’s 90 plants have been and reserves in 1941 were $12,831,- 
ire being converted to war pro-| 397 compared with $10,309,788. 


tion. National Biscuit Co. 


Int. Nickel of Canada Net income for 1941 was $10,732,- 


| 137 ~ are rj $11,148,826 f : 
Net profits for the year were $34,- | _— with $ 5 for 


356.401, compared with $35,544,772 | j 
1940. 


Thrift Booklets 


Los Angeles, April 8.—Using 
newspapers and radio, Union Oil 
Company is promoting a free 32- 


page booklet for motorists contain- 
ing wartime thrift hints, as part of 
a flexible campaign aimed at selling 
both product and special service. 
The advertisement announcing 
the illustrated booklet by “John 
Clinton,” a trade name familiar to 
Pacific Coast newspaper readers, is 
the second of a_ planned series. 
Developments will determine the 
themes of the forthcoming § ads 
Where extra color was available, 


the copy. 

Done in an easy-to-read, infor- 
mal style, the booklet contains 32 
pages of helpful hints on how to 
make cars and tires last longer and 
an automobile expense record. For 
years Union Oil Company has been 
publishing 1 column by 10 inch ads 
over the “John Clinton” signature, 
written in an informal first person 
style, giving hints about car upkeep, 


expense, etc. 

Other promotion for the booklet 
includes mention on Union’s two 
radio programs, “Point Sublime” 
on the NBC-Red network and a 


Promotes R. C. Archer 

R. C. Archer, formerly manager 
of domestic sales for International 
Harvester Company, Chicago, has 
been named director of domestic 
and Canadian sales. T. B. Hale, as- 
sistant domestic sales manager since 
1938, replaces Mr. Archer as man- 
ager of domestic sales. 


Gaines Boosts Guter 


John Guter, who joined the 
Gaines Food Company, Sherburne, 


N. Y., as the company’s first sales- 
man in 1936, has been named sales 
manager 


Int. Business Machines 
Earnings for 1941 were $9,844,633, 


pared with $9,431,013 for the 
ious year. 

; P | 

Western Electric Co. 

‘arnings were $18,428,000 for 


141, compared with $32,787,000 in 
140 


Jewel Tea Company 
Earnings for 1941 were $1,518,- 


i 


Johns-Manville Corp. 


Earnings were $5,967,145 for 
1941, compared with $5,882,071 for 
1940. 

Oneida, Ltd. 

Net profit was $606,905 for 1941, 

mpared with $613,121 for the 

eceding year 
Walker & Co. 

This outdoor advertising com- 
pany reports earnings of $234,657 
n 1941, compared with $241,451 

1940. 

General Foods Corp. 

Net profits for 1941 were $14,- 

153,400 compared with $15,244,077 
1940. 
Time, Inc. 


Earnings for 1941 for the parent 
company and subsidiaries were $3,- 
748,908, compared with $3,494,590 
n 1940 


Scott Paper Company 


Earnings for 1941 were $1,939,- 
629, compared with the adjusted 


igure of $1,896,052 in 1940. 


Stewart-Warner Corp. 


Net profit of the company and 
subsidiaries in 1941 was $1,656,680, 
in increase of 12 per cent over the 
$1,470,804 reported for the previous 
year | 


Borden Company 
Net income for 1941 was $8,270,- 
972 as compared with $7,582,617 in 


SLs 


| 
| 
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BONDS 


SPORTS — 
n Any Other | 


DEFENSE 
| 


PAPE 


220 EAST 42nd ST., NEW YORK, N.Y. 


THOUGHTFUL 
PLANNING 


4S A SERV/ICE TO THE NAT/ION 


Mo Time fot hima! 


Before you design that printing job, Mr. Layout 
Man, talk with your printer. Before the job is 
started you two should get together! Learn the 
saving to be made by laying out jobs to fit 
standard paper sizes. Cooperate with your 
printer — for efficiency! And you, Mr. Printer, 
familiarize your buyers of printing with the new 
sizes and weights. Save time, save money, save 
yourself from headaches! 


For more than 10 years we have 


advised buyers of printing to 


“Qo { lt Your Pri torn” 


INTERNATIONAL 


R COM PA 


BOSTON - CHICAGO 


PAPERS /or PRINTING cad CONVERTING 


CLEVELAND 


N Y 


od Ear ee ay . eee vi 
Bice cy 
es 

= 
“a 
™ 
ed 
ee : i 
qd bat % 
act 

cigs 

: 7 a 

Pe a 
pees rr 

) Po . 4 

871 — 

Bia 

- ‘ a a 

| .* 

i ™ * 
‘ is 

d 

n mess 

g es 

r. ees 

- 
sg j "Om 

” ; mers 

Ss, "e 

+ i 
j= a ih al 
sh oe 
= aah? 

|; / " ii 

ee a 
\ Y 
\ oe 
\ y iY sa 
SS / x 
SS Z . 
~~ 
5 WS 33 I WE 
= + > , = ee 
Sa (Re es 
1940 2 al 7 
? SSS - 
—_———<—< um _ o 
conser 4 yh: i 
= ; 1 (PERE N 
| “he hee ee 
t = oo: a 7 
= We 2 a 7 oan < Me ‘a 
) * aia " : Die aes | ss (” :S 4 
4 : o- ‘ge ES 
T | 2 ee Lg & = : . 
. — ibs Be 4 a ; 
| ork Station © : 
 $T. Louis. 
ae 
: 3 | 
; | 
| = MUTUAL - 
‘i ee 5 ee Rerwes  Le a, a. . ors oe ; be it 7 hie ee ‘i << eee eae is were ote Ue hee Bees ae Oreo lg se ts rr) : Son oe BS r 2 RP ea rent ee eg ee Ses : ce ee 
ae ey jae otae Ree ai <i Sofa Soe ae fo ME sare 4 a 4) =e a 2 a ae “od knee ok. si Pe Peete? SS, ee eae oa ie Eve i ee ao Greg Ss Bn et ee ee 
; ual ie SS Se 2 pelea >) oe Pear ae. ha. ; ye Bn eter NIE a a cn MANY eo Bama elite OP 9) garnets ometind Bs us ae. ge ge OR ah Re EA ee Ce eee 


nes PROPS ere re ae BO a 
Ps Lees as ose an one fe en Bo eas “eor Pe i ab 


22 ADVERTISING AGE 


“The manner in which Canadian | and the sale of War Savings Certifi- | 


8 publishers have discharged this re-| cates, announced the largest loan | 
Uses Paid Co | sponsibility provides incontrovert- up to that date, the First Victory | 
y |ible proof of the value of govern-| Loan, with an objective of $600 


| mental advertising. millions. 
B | “After the first year of war the “The promotion of this loan was 
ecalise ays | situation, as far as Canadian war so successful that when the last re- 
financing is concerned, was as fol- turns were in it was found that} 


. | lows: nearly 970,000 subscribers  had| 
Victory Loans Data | “The Canadian government had raised a total of $836,820,250, or} 


Show Advertising | 
Does Remarkable Job 


April 13, 1942 


TESTIMONIALS. ANSWER THE QUESTION 


were asked to direct the press pro-jafter preliminary canters on the | 
motion of war finance campaigns. promotion of income tax collections | 


raised two loans on public subscrip- 39.5 per cent over the objective. 
tion. The first, dated Feb. 1, 1940, “The total cost of all publication 
appealed for $200 millions and $250 advertising of this campaign, in-| 
millions were subscribed. The sec- cluding production costs, was only 
Toronto, April 9—The way in|ond loan, dated Oct. 1, 1940, was .0575 per cent, slightly over one- | 
which the Canadian government] for $300 millions and a total of) eighteenth of one per cent of the 
has enlisted the support of the press | $324,945,700 was raised. The pro- sum subscribed. Advertising in 
to explain and clarify problems| motion of these loans was directed | daily newspapers amounted to .028 
arising out of the war, and some of| by the government, with the aid of; per cent, in weeklies to .0125 per 
the results of the use of paid gov-|a group of advertising agencies on cent and in magazines to .003 per 
ernmental advertising, were out- | production of the campaigns. cent of the total amount raised. 
lined to ADVERTISING AGE this week | “Following the second loan, a “These figures provide convinc- , Sheen 
by Duncan MaclInnes, director of| government report contained this ing evidence that Canadian publish- ef ee 
research, Bureau of Advertising,! statement: ‘This, too, was over-sub-' ers have not 


ce 
: *This, , Was rer-s $ av taken advantage of | "Go adr h - ° ANtbican s 
Canadian Daily Newspapers As-| scribed, though less rapidly.’ |their unique position in the direc- | 00 ric 


sociation. “The significance of these words) tion of war finance promotion in im wan on rence TEQG vinsy om cvsnee 


the press. IMPORTANT! AMERICA RIGHT NOW NEEDS SCRAP RUBBER OF ALL KINDS . YOUR OLD TIRES 
. OLD RUBBERS. OLD BOOTS. TURN THEM OVER TO THE SCRAP COLLECTION AGENCIES 


‘The lemons queued here arr only © few of many recewwed. We hope ther ochers 
ee 


ac 


| 
Mr. MaclInnes’ statement was in-| became apparent a short time later 
spired by the story in the March 30| when Canadian publishers were Contribute Editorial Space 
iss ADVERTISING AGE reporting} called to Ottawa and invited to di- ae . . . eof as : 
acl Cimcaase ~sne tory mo rect the press promotion of future “When the volume of editorial may — gr a . be of ser py i - Pon ieee | 
po ate to government advertising. government - borrowings, as they) suppers ctype by saeco 6 omen A ani wake oils seated te the fact that hess Gus on ac a a. 4 
“The power of display advertis-| had done in World War I ers to this ape SS Conmaee The copy, a one-time shot, appeared in 50 newspapers of 40 major cities. 
ing as a means to condition the | also, this evidence becomes even BBDO is the agency. : 
public mind to the urgency, the dis- | Publishers Take Tiller more conclusive. Publishers con- 
comfort and the cost of ‘total war| “The Canadian Publishers’ War tributed no less than 19,000 columns { 


“McCall's” Names West 


Donald E. West has been namex 
director of McCall’s Washingtor 
editorial bureau, effective June 1 ; 
He has been a member of McCall’ 
market research department since 

(Picture on Page 35) last November, and was previously 
Philadelphia, April 7.—The gov- vice-president of the American In- 


2 j ; stitute of Food Distribution, New 
ernment recognizes that industrial York 


| 
was learned early by the Canadian | Finance Publicity Committee was of editorial space, sd $80,000 oonanes U. S. Sees Value 
government, and it was learned) formed under the general chair-|inches, the equivalent of 2,319) 
of Industry Ads, 


well,” Mr. MacInnes asserted. “The| manship of F. I. Ker of the Hamil- | newspaper pages. — 
government has used paid adver-| ton Spectator. This committee in- “The Second Victory Loan ah - 
tising to inform, educate and in-| cludes representatives of all pub- moted in the press by the publish- Wiley Declares 
fluence the people in almost every |lications. A sub-committee, headed | e's committee was launched in Feb- 
phase of war effort, from recruiting | by R. B. Hara of the Toronto Tele- | ruary, 1942, again with an objective 
to the conservation of sugar, from| gram, directs the advertising cam-| of $600 millions and with even more 
the collection of salvage to the sale | paigns Copy and scheduling of | remarkable results On March 14, ; 
of war bonds. from the rationing| advertisements are prepared by an| Hon. J. L. Ilsley, Minister of Fi- advertising in business papers cuts | 


3 
, adver agency or inance| nance, : ‘ed ji he House of; the cost of distributing much-| — *"L: 
of gasoline to the payment of in- advertising agency war finance; nance, innounced in t : . ds Ex 
pr taxes _ | group represented on and affiliated | Commons that a total of 1,643,013 needed industry-training data and Hol Printing hibit 


“Nor did advertising assume this! With Mr. Hara’s committee. subscribers had bought $993,884,-| as such Is a contribution to the war | . Lev Dlg 4 “ bo gg asc 
ie my alias epared by these | 350 worth of bonds. effort, John E. Wiley, vice-presi-| Chicago, has opened competitio 
important role as a result of solici- All material prepared by these : gloss Si ient of Fuller & Smith & Ross, New | £0, its sixteenth annual exhibitior 
In other words, though this loan on @ u el Smith & Ross, New| 144 contest of design in Chicago 
was raised only one month prior to| York and ¢ leveland agency, told! printing. Entry blanks may be ob- 
before final presenta-| the due date of one of the heaviest| members of the Eastern Industrial! tained from the Art Center Chicago, 
tion to the government. income tax assessments in Canadian | Advertisers here last week. |and the deadline for entries is 12 
“These committees went into op- history, one in every seven Cana- “Last year we sold budgets and} noon, April 21. 
dians subscribed a total which rep-| schedules and copy angles,” Mr.) sent, unmounted, to the Newberry) 
resents approximately one-sixth of| Wiley said. “This year we have to| Library. 
the entire annual national income | justify advertising itself as a neces- 
of Canada. |sary business force during war- 


/ ~ “Mr. Ilsley stated also ‘the total; time.” All advertising, he con- 


expenditures in connection with the) tinued, should be considered in the 
Tu e campaign will represent a slightly light of supplying vital news devel- | 


lower percentage of the total issue| opments and other information to 
Whatever your product or service may be, 


tations or pressure on the govern- committees must carry the endorsa- 
ment. On the contrary, the initia-| tion of the advertising committee 
tive came from Ottawa. Canadian|@s a whole 
publishers were asked for help. 
“They were not asked merely to | 
support government effort; they | eration quickly and, in June, 1941, 


Entries should be 


~~ 


than in the case of the first Victory industries and the consuming public 
Loan.’ as well. 

“Since he was referring to all ex- Discussing the topic, “Selling to a 
penses and one-eighth of one per| Minus Quota,” Mr. Wiley cited 
cent higher commission was paid to) advertising that tells tap and die 
bond salesmen than on the first users how to put off buying new 
Victory Loan, it is obvious that the taps; a rope manufacturer’s story 
cost of advertising this campaign showing how to postpone the need 
was considerably less than in the for new rope; and a host of pro- 
case of the first one. grams which will help teach job- 

Copy Carries the Punch bers’ salesmen to say “No” and at 
the same time maintain customers’ | 

“Daily newspapers carried six- goodwill. He said delayed decisions 
teen 1,960-line advertisements and by managements which are dis- 
one se yng rewhage poeewry on ree posed to “wait and see what hap- 
: second loan which, figured on the ns” are as disturbing a factor i 
Houston's KXYZ .. . and KRIS of Corpus basis of their combined minimum gpl dD peccto ay dette sede 
Christi — the super-selling “Twins” — line rate, would represent a total advertising as threatened paper, 
sum of less than one-fortieth of one jnk and printing metal shortages. 
per cent of the amount raised Pointing to confused objectives 

“Again the volume of press sup- of sales managements which must 
port totaled many times the | contract sales and direct energies 
amount of space carried in govern- along new lines, Mr. Wiley termed 
ment advertising. The editorial, them a_ distinct disadvantage to 
news and feature material on the well thought-out advertising plans. 
second loan will total some 500,000 “When we stop to think that indus- 


we'll gladly prove this fact: that you can 


sell more at less cost by using the “Twins” 
to cover the rich, populous Texas Gulf 


Coast. 


blanket Texas’ two great metropolitan cen- 
ters situated in areas nature geared to war 


production, Here you'll find no plant con- 


versions, no lay-offs . . . because oil, cotton, 


chemicals, live stock, farm produce and 
Gulf Coast manufactured armaments are 
in greater demand than ever before. 


Important 


turned off.” 


column inches. Since Canadian trja) advertising germinated, grew TO YOU 
Now, why don’t you learn all about the daily newspapers alone have a com-| and flowered in the hot house of 
" oe P De . - 
opecial cecubtuctien, cates end the unique och nyt ulation . hag ctnes the intense competition,” he said, “there as t é e€asons 
orce 0 1is support is tremendous. | j< a a ; ae 
nationally by the merchandising extras offered by the fo ES oR Pt te , a is little wonder that it shows signs , a sil tit nly 
’ ’ News and information of local of withering when the heat. is _ Your client's advertising in mw 
“Twins”? A brief note from you will turn interest about each of these govern- ; issues is made doubly effective»! 


yeu use dominant space in these 


4 FEATURE ISSLES 


oo the trick. ment campaigns prepared by indi- 


vidual publishers have been supple- 


mented by the release of news, pho- Hicks Joins Doyle, July — MATERIALS HANDLING 
tographs and cartoons from the of- Kitchen & McCormick Issue e 
fice of the Canadian Publishers’ oS A Giles fee the test four Bells all types of mobile a } ; at 
War Finance Publicity Committee years Eastern ‘advertising manager eaternel Wee to Mentonunne~< 
1 Toronto. of ADVERTISING AGE, has resigned. October MOTOR TRANS) OR 
“It is evident that this impres-| He will immediately join the staff TATION Issue 


sive editorial support by Canadian | of Doyle, Kitchen & McCormick. Sells Road Transport Equipmer 
publishers has gone far to create| Inc., New York advertising agency, Ps oe 


and =the Publi Carriers “ . 
ai the atmosphere necessary to the ~ serve as account executive on the January ANNI AL "SHIP! R> 
i success of these government cam- | “™mercan Brake Shoe & Foundry DIREC TORY. 
a : : and The Okonite Company ac- Works all a wide 1 
paigns, but it was the forceful copy counts , Materials Handling, 1 
4 ¢ - > > 4 aw < ‘a " Wi srehouse uml «Miscellaneous IP 
and illustrations of the display ad Prior to his association with Ap- 
vertising that gave the emphasis, 


a | VERTISING AGE Mr. Hicks served as | April — MARINE TRANSPOKTA 
iis we the selling punch to produce action. advertising manager of Industrial TION Issue 
CORPUS CHRIST — NBC RED, BLUE, MUTUAL AND “The Dominion government is Marketing and as an account ex- Sells Waterborne Freight Wat 
oe _ LONE STAR CHAIN one of Canada’s largest advertisers. ecutive with Fortune. cauipment and. supplies us 
° It has assumed this position be- year ogee Schedule ‘DandW for 194 
cause the success of many wartime Names _, E. Hawley 
PUBLICATIONS, INC ® 


jcampaigns has proved without) prince Gardner, St. Louis billfold 100 EAST 42nd ST. 
question the value, economy and maker, has appointed Emerson E. NEW YORK 
effectiveness of paid advertising.” Hawley as advertising manager 


equip 


: When the Twins tell it — You sell it! 
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Oil-less Paint to 
Get Big Push from 


sweet, and that a busy housewife 
can drop her brush to answer the 
telephone and pick up her painting 
job 15 minutes later without leaving 
any apparent lapping of the paint. 

The paint will be introduced in 


| 13 pastel shades, from which a total 


Sherwin-Williams 


National Campaign 
Features Kem-Tone, 
a Priorities Baby 


| 


New York, April 9—Faced with | 


nereasing shortages of oil, lead, and | 
ther critical paint ingredients, the | 
Sherwin-Williams Company, Cleve- 
land, is launching an extensive ad- 
ertising campaign for Kem-Tone, | 
, new washable, oil-less paint, in| 
all markets except Texas and the| 
Pacifie Coast. | 

Keystone of the campaign will be | 
full color pages and smaller black | 
and white space in The American | 
Weekly beginning Sunday, April 26, 
ind continuing through May and 
june. 

The paint company will place lo- | 
al newspaper copy in more than | 
}0 cities on a 13-week basis. Local | 
campaigns, which will carry names 
if retail outlets, will vary from 
5,000 to 13,000 lines. 


Seeks to Broaden Market 


In introducing Kem- Tone to 
painters and direct to consumers, 
Sherwin-Williams is seeking to 
broaden the previous markets for 
interior flat wall paint. Principal 
properties claimed for the new 
product are its ability to cover wall- 
paper in one, or at the most, two 
coats; its quick-drying qualities; 
and the absence of any lasting paint 
odor. The market for interior flat 
paints has hitherto been divided 
largely between flat oil paints and 
casein paints, such as Texolite of the 
United States Gypsum Company. 

Kem-Tone is an emulsified resin 
paint, in which the particles of pig- 
ment are actually suspended in 
vater, rather than dissolved. It is 
packaged in cans in a paste form, 

which water is added. The paint 
dries in an hour, sets in less than 
three hours, and is’ considered 
washable, although it is not rec- 
ommended for exterior surfaces or 
for floors. 

Appeal to painters is based 
largely on cost, on the possibility of 
developing new re-decorating busi- 
ness hitherto impossible, by paint- 
ing Kem-Tone over wall paper, and 
on the savings in annual expendi- 
ture for brushes. The latter are 
supposed to wear longer with the 
resin paint than with casein or oil 
paints. 


Aims at Housewives 


A definite attempt is being made 
to interest housewives, who have 
hitherto confined their painting to 
furniture and gadgets, in tackling 
the decoration of whole rooms. 


Copy points out that the only 
odors in the paint, those of pine 
resin and ammonia, are actually 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


207 North Michigan Ave. 


FRANKLIN 5854 e 
®eeeeee 


of 37 tints can be mixed. 

The new product, which has re- 
ceived on-the-job testing since last 
July, is being introduced market- 
by-market in meetings of salesmen, 
painters, paint dealers, and depart- 


/ment store buyers, which will be 


completed by the time of the first 
American Weekly full page April 
26. T. J. Maloney is the agency. 


Parker-Allston Moves 


Parker-Allston Associates, New 
York, has moved to 116 John street. 


ADVERTISING AGE 


Bars Sugar Substitutes 


In the opinion by Attorney-Gen- 
eral Francis A. Pallotti of Connec- 
ticut, saccharine, dulcin or any 
other sugar substitute may not be 
used in the manufacture or prepa- 
ration of ice cream, other frozen 
desserts or non-alcoholic beverages. 
Such sugar substitutes, in the state 


official’s view, would constitute a 
direct violation of Connecticut 
statutes. The opinion was given 


at the request of Connecticut's dairy 
and food commissioner, James B. 
Lowell. 


Tracy Changes Name 


W. I. Tracy, Inc., New York 
advertising agency, has changed its 
name to Tracy, Kent & Co. No 


shift of personnel or management 
| was involved. 


Heads Tulsa Club 

J. Robert York, sales develop- 
ment manager of the Newspaper 
Printing Corporation (Tulsa World 
and Tribune) has been elected 
president of the Tulsa Advertising 
Federation. Elected with Mr. York 
were B. A. Jumper, sales promotion 
manager of Brown-Dunkin Com- 
pany, vice-president; Lina June 
Walker, advertising manager, 
Clarkes’, vice-president; Marie Jett, 
advertising manager, John Zink 
Burner Company, editor of “Adi- 
torials’”; and Edward Vincill, Mills- 
Wolfe Corporation, secretary 
treasurer. 


WINS to Free & Peters 

WINS, New York, has appointed 
Free & Peters, Inc., as national 
representative. 


and | 


Inland Press to Meet 


The 58th spring meeting of the 
Inland Daily Press Association will 
be held at the Hotel Sherman, Chi- 
cago, May 19-20. 


Peterson Raised 


H. M. 
manager 


office 
New 


Peterson, 
of the 


formerly 
Herald, 


| Britain, Conn., has been promoted 


to business manager of the paper. 


$970 in Sales! Cost 54%” 


writes Cabots, Inc., 27090 Milwaukee Ave., Chicago 
FREE book tells new way to get more cus- 
tomers, make more money. It’s the CARD- 
MASTER SYSTEM of SELLING, using 
penny postcards. Thousands in use. Low in 
cost. Retailers, jobbers, factories, laundries, 
insurance... . / ANY business. The book is a 
mine of modern selling ideas. Write: 


CARDMASTER CO., 4546 Ravenswood, Dept. 14, Chicago 


AND 60% -70% -AND EVEN 80% OF 


HOUSEWIVES ANSWER WITH PURCHASES 


WELCOME WAGON HOSTESSES will introduce your product or service 


directly into hundreds of thousands of homes of Newly Married Housekeepers, New 


Our new booklet, 
“The Welcome Wagon”’ 


explains how this tremendous merchandis- 
ing force can work for you. If you would like 
a free copy, just write our Sales Manager. 


Mothers and Newlyweds. As one woman to another... cordially, graciously, inti- 
mately ...they recommend the products or services of their sponsors... and be- 
cause they get your products or services before these highly responsible women at the 


psychological moment when buying needs are greatest— 


Surveys show Welcome Wagon hostesses 
create an active consumer preference re- 


sulting in continuing sales day after day, 
week after week, to 60%, 70%, and 


even 80% of all housewives called on. 


(A THOMAS W. 


1790 BROADWAY, NEW YORK CITY @¢ 


THE WELCOME WAGON. SERVICE COMPANY 


BRIGGS ENTERPRISE) 
STERICK BUILDING, MEMPHIS, TENNESSEE 
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THERE CAN BE NO REAL THANKSGIVING 
...without Moderation 


tion, decey n bane trem thé 


keto t trees 


' 
f 
t 
' 
x 


ce © 
, nf help hold aloft the many more 
{ Freedon rthy t ew sonally demor 


luxuries that are « 


THE HOUSE OF SEAGRAM Zive Whestres since 1857 


This Seagram copy, 200 lines on 5 columns (1,000 lines), ap- 
pearing in the Sacramento Bee, got 33 per cent male and 19 


per cent female readershin, the best in its classification, 


"AT YOUR DEALER’S NOV 


vee 


WHAT A LOVELY DESIGN / 
“IS GOING TO LOOK 


THIS SUCAR AND CREAM SIT FEATURES: 
8. Heotwome TF : 


SUGAR Bowt 
1.) wits ‘ 
2S" deep gar bowl h 


THIS STT 1S MADE IN CanaDA 


This offer made to get you to try NEW /AS/EA SUISING CHIPSO 


and discover this easy way to Dazzling-White Washes! 


To get this handsome “Pioneer” design Chipee p od that it has the three ob 


Suger ond Cream Set for only Se: 


+. moet srtto New Choy ‘ eon standing a > 
DO THIS: Go to your dealer and buy a largesive pe » io tom " inom dbl ~~ 
package of Chopse ar the sl pewe Por + se os +" oud ‘ 


more hee give hes } ' . te 2 SNOW WHITE Waswes- «> 


‘ 7 CHIPS 

‘ gar and (Cree < thy a . i 

But « a | t des rr ‘ Vow ‘ - " os da . 
have you'll he sag ghied wut pearing g shire ine ' S 
' 4 ¢ . 3 OUTSTANDING SarrTY for 

. we how Ob - . pos P 
or fr 1 
oh - wash , - — 
mane 
. 2 . “CANADA 
ah poe apn em . ‘ 


In the scavs and cleansers classification, this advertisement for 
Chipso, which ran in the Windsor Daily Star in 4-column by 176- 
line space (704 lines), won top honors by garnering 11 per cent 
readership from men and 43 per cent readership from women. 


Leading National 


Advertising 


in Newspaper Reading Study 


LSWTEADIME 
OV EVERY POUND! 


What « combination! The ultimate in coffee goodness 
and « downtorarth price! Actually, the pick of the 
plantation, this choice coffee will captivate you with 
ite satisfying flavor, ite subtle fragrance. And, no 
wonder! Each batch is Stimes tastetested by experts, 
roasted to the very peak of flavor, rushed to our stores 
in the flavor-seated bean, end ground fresh to your 
order at the moment of purchase. How can such glort- 
ously good coffee be so inexpensive? Because we bring 
it direct from plantation to you, and thus eliminate in- 
between profits, Buy this grand coffee today —end seve. 


*Join the emart thousanas whe 
toll ua that they save up to ten 
conte @ pound on this fine, 

fresh coffee. 


buy i a Gowe GP Sxoer Marka? 


Shown on these two pages are 
national advertisement- 
ranked highest in’ thei 


eleven 
which 
classifications in per cent o! 
reading by men or women in thy 
12 readership studies of new. 
papers which have thus far beer 
made by the Advertising Re 
search Foundation in connection 
with the Continuing Study ol 
Newspaper Reading. 

While their appearance her 
does not necessarily mean tha! 
they were the most effective ad- 
vertisements in their classifica 
tions to be published in news. 
papers during the period covered 
by the Continuing Study, it doe- 
mean that they outranked al! 
other advertisements in their re- 
spective classifications published 
in the 42 newspapers on the day 
when each of these newspaper- 
was checked for readership, and 
therefore should be worth care- 
ful study by the advertising field. 

It is interesting to note that 
this group of high-ranking adver- 
tisements includes a surprising 
range of size and a wide variety 
of layout styles, as well as exam- 
ples of long and short copy. dra- 
matic and conventional illustra- 


In the beverage classification the readership winner was this 


1 & P advertisement for Eight O'Clock coffee. 


‘ tions. ete. 
It appeared in 


the Louisville Courier-Journal in 5-column by 181-line space 
(905 lines). and attracted readership from 17 per cent of the 
men and 36 per cent of the women. 


This dealer-signed advertising 
for Ford, measured after its ap- 
pearance in the Cedar Rapids 
Gazette, pulled readership of 
54 per cent of the men and 31 
per cent of the women. It ap- 
peared in 5 columns by 216 
lines (1,080 lines). 


In the household classification. 
this Inland Empire Electrical 
Equipment Isseciation COPY in 
the Spokane Spokesman-Re- 
view, running + columns by 107 
lines (428 lines), got readership 
from 7 per cent of the men and 
SL per cent of the women. 


THIS YEAR GIVE 4 


end Brothe: Right now mer hearty 
ELECTRICAL EQUIPMENT ASS OPT 1 ORT eh # rng 
verety eweteng y or telerton Sew 
them cow!’ Electrical gts ore eony 
te buy, theity to use 


WNOiUnCine 


THE NEW 


FORD CARS FOR 1940 


— the most advanced enginecring in the low-price field 22 IMPORTANT FORD IMPROVEMENTS 


, 
Whart de tre Ferd cars for 1960 A Commbnatnom of eae learures mab re 
oe we match thee bellied: ore the new care quieter in operation 


‘ 
' 

- ron we 
teeuty of ine and design?...New They hove big, powerfal hydreuic ——p  enebenaipaiee 
comion, comvensence, quiet, safety brakes They have new Sealed Beam 9 Seue Ged -- eS 
and the roomuen, niches intenors Headlamps that are safer, aronger oun 18 hmgreret me i Oe 

6 Teen otemmaie tas 

over creaed tare bord ca and may bright longer. They hove out an an 

They hove @ how of interesting the famous Ford V8 engine (65 hp 4 ein Stet eee Henne 
ew feararen. Finger-Tip Gearshitt on © the De Lane Ford. Choice of #5 dt —P > -— eel a A 
the evening pos An enpresed trans ot 60 hp the Ford) — ehach bhemde woe COwvreuecs ” lage tome -- 


amen thet © unusually cary to cuts A. bmder emeothness eth ex omoen : ms 
New Controlled Ventiletoe. le You're sever ace ca wth o Smgbawds Hepa 
proved shock sbsorbers. Softer much performance, ayle and com moan man CVE 

rng enproeved pring ae Tn GuAUTY Can mm Tt LOwpercE me” 
premee and new rede mainlor * 


fort at such «@ low price. Ger 
aqueemtd. Youll exjoy u! 


ON DISPLAY TOMORROW AT ALL FORD DEALERS 


a RUDE AUTO CO. = 
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Th the lists of Chrisonastite 
. make these your Champions 
¢> 


0 other way to Chicago 
Offers you so much 


=e ~- 


~ 


ol TWICE DAILY TO CHICAGO ALONG THE SCENIC MISSISSIPPI RIVER ROUTE 


@ Gleaming stainless steel gives the Zephyrs — vist, dowble- width, shatterproof windows afford 


= 


a ris 


A thrill to your taste; 
an aid to “Regularity” 
These delicious All-Bran Muffins 


" Dad earm ne ahorening Vou ana 
ashe wae Ch . »euger Veup four 
. ‘ a less & teaspoon salt 


e 1 Cup RELLo@e 8 keene 2 Waspoons Dak ing powder 
Gifts ap to $1.50 

Cream shortening and sugar thor most de 
© The Veomury Swarr & i 


Cuchiy acd eee 


s tw 
oderate!y bot oven 


Li BY DEMONSTRATED aT The 
HM COOKING SCHOOL EACH DAY 


Excellent illustrative technique and the time-tried recive content pulled 

this Kellogg All Bran copy in the Toledo Blade into first place in the 

food classification. It appeared originally in 5-column by 96-line space 

(480 lines), and attracted 4 per cent male and AL per cent female 
readership. 


Te a sleek, shimmering beauty. But more than 
that, it gives them added sturdiness —for it 


a full clear view of unmatched scenic beauty, 


Lia! is the stromgest and most durable of all modern ©@ Among the many Zephyr features—com- 
pletely carpeted coaches; hostess service; 
a alloys. The Zephyrs are the on/y trains in 
4 spacious parlor cars and luxurious observa- 
Chicago service built of stainless steel. 
ar) tion lounge, tempting, economical meals in 
. @ The Zephyrs are diesel-powered--for cheerful diner; smart cocktail lounge. 
A= smooth starts and stops and effortiess speed. ——_ 
Averaging more than 65 miles an hour, they ew Zephy F —— 
ed glide from St. Paul to Chicago in 6% hours, Newne anon pachlagy yeni 
$:00em 4:00 pm Ly. Minneapolis Ar. 5:30 pm 10:59 pm 
is @ You'll enjoy the smooth, quiet ride —§:300m8 4:30pm Lv. . St. Poul . Ar. 3:00pm 10:29 pms 
4 \| assured by rubber-cushioned trucks—by 500 pm 10:59pm As. . Chicago . Ly. 8:45am 4:00pm 
ati articulated cars which elimioate “slack.” Ny Exirg Fare On Any Burlington Train 
re Smooth, too, because the Zephyrs, from end 
to end, are bwilt closer to the rails bd : 
ve rerwhere MMM@TON rave ounao HTT 
@ Along the historic Mississippi river “where Siath and Robert St., St. Paul A 
la \ pasture smiles three hundred miles"—that is Pune: Ceder 6311 oute 
the way of the Twin Zephyrs. Now-/rost, nom- ln 0 
ers 
ind 
AMERICA'S FIRST DIESEL. POWERED STREAMLINE TRAIN WAS A Jephyr 
ire- te 
eld. 
hat In the transportation field, this comparatively 
ver: small advertisement of the Burlington railroad 
sing in the St. Paul Pioneer Press proved a winner, 
iety attracting the readership of 21 per cent of the 
am- men and 20 per cent of the women, It occupied 
dra- ) 3 columns by 165 lines (495 lines), 
stra 


Safety...for all! 


¥ 1S DANGEROUS to use just “any” cover. 
ing that happens to be handy in dressang 


a’minor injury. There is always the risk of 


infection. First-aid dressings in your home 


should be as safe as the ones your own doc- 


tor would use. 


+ Powsen, Sccney Louse Pownes 


Pioneers in making stertle dressings avail- 
Vanes, Levenons Soar *s 


able to the public Johnson & Johnson 
has planned ways to make them available 


to more and more people 


For example, ‘the price of bur two-inch 
bandage has been reduced ong-third from 
even its depression -years’ low price 


ree ee {il Red Cross products cost only a frac- 


tion of their price of years ago. 


As a result, today the humblest homes in 


hag 


America can afford the safety and protection 


of Johnson & Johnson Ked Cross products. 


Yardley led the toilet requisites group with this 
insertion in the Omaha World-Herald, 1 col- 
umns by 300 lines (1.200 lines), which got 4 
per cent male and 36 per cent female readership. 


Change now to OIL-PLATING... 
and “the old gray engine 
seems more like she used to be” 


At berth her cylinder walls were simost ke murrore The more 
of that polish you want to keep, the more you want your 
engine om PLaTeD by changing now to petented Conceo 
Germ Procemed od 


OWL PLATING in your engine, Lae chrome pleung on bump 


ors, & a lasting eddition And it's all in addition to of-fle 
Germ Procewmed ot) aaures high @trength 


bot bemdes i agpures OfL- PLaTINe 


oi-film, ell right, 
Ov fim must go alithenng 
up and draimung down On-PLaTinG must stay constantly 
riaTeD uP. For an apparently magnet like attraction comes 
to Germ Processed od from ite man made extra ingredient, eo 
that engine parte are surfaced with ther close held atueld of 


OU, PLATING drain proof 


| 


Hemauung fully PLATED UP in the highest «peed engines, 
Ot PLATING plainly keeps Wear from doug Summer bumnem 
Wear once thrived during start 


ae uma < periods, but now 


before the starter ever starta. your PLATED engine » ready 


bubrcated— 2 pumtive step toward preaerving the old gray 


engine ranewone Onuriare me keep the 
roundness of youth. and 
keep to Your Mileage Merchant's Conaco 


setion Continental Od Company 


CONOCO GERM 
PROCESSED OIL 


OIL-PLATES YOUR ENGINE CONOCO 


thet maker your Germ Proceamed od 


Change today 


en 


a This Continental Oil Company copy in the St. Joseph News-Press led the oil 
“assification with 51 per cent men and 58 per cent women readership. It oc- 
cupied 6 columns by 176 lines (1.056 lines). 


Red Cross Bandage, 
most populer size costs only 


Johmsons Jolson 


10¢ 


In the medical group, this Johnson & Johnson copy, 5 columns by 159 
lines (795 lines), in the Hagerstown Daily Mail, got 50 per cent men. 
and 66 per cent women readership. 


iwiy Real 
Mildness 


and Better Taste 


With Chesterfield’s Right Combination of the 
world’s best American and Turkish tobaccos 


When you ask for Chesterfields 


you're buying something no other 


cigarette can give you at any price 

.. a cooler, better-tasting and def- 
initely milder smoke. Make your ry 
next pack Chesterfield. You can't 
buy a better cigarette 


Light up a Chesterfield and you're 
all set to enjoy Real Smoking Pleasure 
wth the best cigarette money can buy 


BETTE DAVIS oo FREOL FLYNN . THEY SATISFY 
— 


ehere om celeme ond aterm: 
bel 0! Pleavers ow 
@ ores: Bre: serve! retwese 


heme 6! twharves om 
C eerter held Ge eine 
ag Plemers Become (ere re enten 
ee ee ed 


wee te 


This Chesterfield copy in the Daily Oklahoman, Oklahoma City, appeared in 
8 column by 166-line space (1,328 lines), and led the tobacco classification with 
16 per cent men and 66 per cent women readership. 
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Savings Banks Need 
More Savings Accounts 

From the tone of an article in the 
April Savings Bank Journal, the 
sale of defense savings stamps and 
bonds through all kinds of com- 
mercial establishments is of some 
concern to savings banks. Marcus | 
W. Nadler, in pointing to the need | 
for banks to make a drive for new! 
savings depositors, contrary to re- 
cent practice, admits that savings | 
banks have lost deposits but says 
that is not as important as the! 


The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 

RALPH O. McGRAW 


danger that the people of the 
United States may change their 
savings habits. 

If people discontinue the habit 


of coming into the bank every week 
or every month to make a small 
deposit and to buy Defense Sav- 
ings Stamps and Bonds, the outlook 
is grim indeed, he asserts. The 
great problem, he says, is not so 
much the present loss in savings 
deposits, but rather to maintain the 
habits of the people to continue to 
save in the savings institutions now 


existing. 

Mr. Nadler reviews the poor pub- 
lic relations maintained by savings 
banks with their depositors and 
prospects during the last four or 
five years when many people felt 
the banks were doing them a favor 
to keep their savings for them and 
that banks did not care about the 
public. Gradually the public grew 
to believe it. Then when defense 
savings stamps and bonds came out, 
many people withdrew their savings 
from the banks and put them into 
stamps and bonds and have been 
doing so since, thus breaking ties 
with banks as savings centers. 

Now with family income much 
larger, Mr. Nadler suggests it is the 
duty of the savings bank to point 
out to the people at large that there 


are two types of savings—one com- 
ing from the increase in income, 
which the people should invest in 
defense bonds. The other is the 
regular savings of the people and 
particularly that portion of the sav- 
ings that the people will necessarily 
have from their inability to buy 
durable consumers goods, which 
should go into the savings banks. 
The writer feels that the public 
should be told that saving is patri- 
otic because 95 per cent or more of 
every dollar deposited in a savings 
bank goes into government invest- 
ments at a lower rate than defense 
bonds. He believes the govern- 
ment should express itself on this 
point and a Treasury official should 


come out with a statement that tax- | 
ing past savings is not contemplated | ay 
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U P—UP—UP goes the circulation of Hospital Management — keeping pace 


with its vital news interest. Month after month, more and more hospitals turn to 


Hospital Management for the facts about what is going on in the hospital field 


until now more than 92% of its entire paid circulation is concentrated in this 


all-important 


group. 


We have led the field in reporting all developments affecting priorities, alloca- 


tions and the construction and equipment of hospitals. Issue after issue is filled 


with up-to-the-minute interpretations of the effect of the war program on civilian 


hospital activities. Hospital executives look to Hospital Management first for 


guidance in their day to day work. 


Advertisers have been quick to note this trend and are investing more and more 


of their advertising appropriation in the publication which gives them greatest 


value. 


Write for complete details on how Hospital Management can help you take 


advantage of today's broadened advertising opportunities. 


period 


same 


23.4% 


increase in advertising 


volume for the first three 
months of 1942 over the 
last 


year. 


New York Office: 330 W. 42nd St. 
Phone Bryant 9-6432 


HOSPITAL MANAGEMENT 


The only hospital publication that is a member of both the ABC and the ABP 


Chicago Office: 100 East Ohio St. 
Phone Del. 1337 


BACK IN DAILIES 


£ven Though You Inhale - 


NO WORRY ABOUT 
THROAT IRRITATION 


! 


ALL FOR 


America’s Finest Cigarette! 


Philip Morris & Co. returned to news- 
papers last week, after a three-month 
absence, with a schedule that calls for 
full-page, 1,200- and 600-line ads, ap- 
pearing once a week for a 10-week period 
in 300 papers. Biow Co. is the agency. 


and there is no danger that money 
in savings banks will be subjected 


| to different taxes. 


establishments 


Thus, while many commercial 
are debating the 
need for maintaining sound and in- 
telligent relations with their over- 
sold and dislocated markets, it is 
interesting to note what has hap- 


} pened to savings banks confronted 


with a similar problem several 
years ago, and, perhaps, not han- 
dled to the best advantage. 

+ co * 


Commenting on the need for 
worker - morale programs among 
| wartime workers, Factory Manage- 
ment and Maintenance for April 
says no experienced management 
man will underestimate for a mo- 
|ment the power of mass emotional 
force as a factor in production. In 
the “slow-downs” of the past, the 
publisher points out, emotional re- 
sentment has been known to cut 
down production as much as 50 pet 


cent for the same group of men 
working at the same machines. On 
the other hand, emotional drive. 


after Pearl Harbor, brought an in- 


crease of over 20 per cent in the 


output of certain West Coast air- 
craft plants without the addition otf 
a single man or machine. To 
sure victory, he concludes, Ameri- 
can management must take the lead 
in making Americans feel the wat 


> * 


as- 


Among other things, H. R. 5802 
now before the President for sig 
nature—prohibits advertising of thi 
|alcoholic content of wines, and adds 
cantaloupes, pineapples, pawpaws, 
;and papayas to the list of fruits 
legalized for use in producing wines 
and brandies, reports ‘“Americay 
Wine & Liquor Journal” for Marc} 


G-E Promotion 
Backs ‘Vitamins 
for Victory’ Week 


Bridgeport, Conn., April 7.—Wiith 
home appliance sales restricted b) 
War Production Board orders, Gen- 
eral Electric Company is maintain- 
ing contact with its distributors ond 
department and furniture st 
through cooperation with the F 
eral Security Administration's 
tional Nutrition Program. 

G-E’s appliance and merchan: ise 
' division has outlined suggested « 
paigns for a “Vitamins for Vict 
week promotion by its outlets 
which include’ participation »y 
grocery, restaurant, electr! il, 
housewares, garden and exec ve 
| departments of the retail sto 

The nutritional material inc!.es 
window displays, suggested ac er 


f 


tising, typical daily programs, «nd 
a consumer nutrition guide, “:10¥ 
to Get the Most Out of the Food 
You Buy,” which carries no i-E 


advertising but includes “impa 
recommendations of the compe”) 
test kitchens. A half-million <¢ es 
of the booklet have already en 
printed, and more are ordered 

The April issue of the G-E “5 
Graphic” outlines 10 method 
which other types of retail « 
may participate in the & 
ment’s program 
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e tising department of the Hartford Quartermaster, First Corps Area, Atlantic Seaboard naval center for| years as an artillery officer before 
Admen in the Courant since 1923, a reserve lieu- Boston. intensive training, and plans to fly resigning his commission to enter 
tenant, has been called into Army Al Engelhardt, Jr., of the Chi- East to arrive April 15. Mr. Udall civil life. 
Armed Forces service. cago sales staff of the Branham has arranged to have the business Charles E. Phelps, member of the 
Shannon Johnson, of Hygrade Company, has entered the Army of Fletcher Udall & Associates Blue Network sales staff, has been 
Sylvania Corporation’s advertising Air Corps at Santa Ana, Cal. handled while he is in the service commissioned a lieutenant in the 
Winthrop C. Hoyt, president of department, has been commissioned Howard O. Peterson, local sales by D’Evelyn & Wadsworth, Inc. U. S. Naval Reserve. 
harles W. Hoyt Company, New an ensign in the Navy’s Signal, manager of WOW, Omaha, expects Lieut. Norman H. Myers, radio Arthur Farlow, J. Walter Thomp- 
’ork agency, has been granted an Corps. to enter the Army April 15 as a director’ of Hays Advertising son vice-president and manager of 
indefinite leave H. H. McMurray, advertising, major. He will be engaged in pub- Agency, Burlington, Vt.. who has the San Francisco office, is prepar- 
absence in |manager of the Washington Gas) lic relations work. been serving in the Army public ing to take up his major’s rank in 
rder to accept Light Company, Washington, D. C., Robert E. Merry of the advertis- relations branch since September, the Army. 
ppointment as has been commissioned a first lieu- | ing department of Lever Brothers has been assigned to the censorship _— 
aptain in the tenant in the Army Air Corps. He Ltd., Toronto, has joined the Royal office at Army general headquarters es hd 
Ss. Army Air is stationed at Sheppard Field, Canadian Navy Volunteer Reserve “somewhere in the South Pacific.” Freeman Buys Times 
orps, and has Texas. as lieutenant. Bill Kost, of the NBC-Red net- ,, Gilbert Freeman, publisher of 
en succeeded Arthur N. Stackpole, formerly Commissioned a Navy lieutenant, work sales staff, has reported to the pe Sun, Avon : a K, Fa. has pur- 
, . ggg ; . 7 fore tog ; chased the Avon Park Times. Print- 
president by _co-publisher of the Lowell Journal, | Fletcher S. Udall, head of the San Chief of Air Corps for assignment jing operations of the two papers 
erett W. Hoyt. is now public relations representa- Francisco agency bearing his name, as a captain. 


He graduated from 


will be merged, but the Times will 
West Point in 1925 and served three 


Winthrop Hoyt continue to be published. 


s named head 
of the agency 
in 1928 following 


tive in the office of the Corps Area has been ordered to report at an 


the death of his Winthrop Hoyt 
father, who 

founded the company. Everett 
Hovt. formerly secretary, has been 
succeeded to that office by C. B. 
Donovan, who also heads the media 


department. 

John Caples, vice-president in 
charge of copy testing with Batten, 
Barton, Durstine & Osborn, and one 

the foremost authorities on ad- 
vertising research, has been com- 

sioned a_ lieutenant-commander 
in the U. S. Naval Reserve and will 
be attached to the Navy recruiting 


S division in New York City. He will 
- ake a leave of absence from BBDO, 
where he has been engaged in the 
1 handling of navy recruiting adver- ee 
- tising since the beginning of the 
drive in June, 1942. 
; Mr. Caples, who was formerly 
with Ruthrault & Ryan as. copy- WHILE OUR ARMY AND NAVY FIGHT — 
ye j vriter, has been with BBDO since 
r= 1927. He has written three books 
‘il and various articles on advertising, TH ERE’S A WHALE OF A JOB AT HOM F 
nt and has served as a member of the 
0- Four A’s and Association of Na- 
al tional Advertisers copy testing 
. ' . et ' ' ” . . 
In committees. There's a laugh in the song “you can't get ‘em up,” but jaws set tight and firm 
he James B. Spaulding, president of - a 
“" Spaulding Advertising Agency, at the call to ‘charge!’ ... A clever fighter knows the art of defense, but battles 
ut Rochester, N. Y., a lieutenant- ' ” ° o 6 . . P 
- colonel in the Army reserves, has are won by the old* "one-two”’.... America is in the ring—the biggest ring that 
en been called to active service. Ken- . 
On nets @ Glidiantin esltty tie: Micianien was ever the scene of combat. Our sons and brothers give battle on land and 
ve. | Advertising Company for the past : ° ‘ . ° ‘ 
es wear, han Haun weaned te Ghvect the sea and in the air—and our job at home grows bigger and harder and infinitely 
the Spaulding agency during the an- more vital. ... Smoke from the chimneys of industry darkens the sky by day and 
\ir- } sence of its owner. He was with 
of the Federal Advertising Agency in . T whi : : 
wong low Wa: tai deine to Bede by night. The whir of busy machines plays the song which sets the tempo of our 
ari ter. lives. In the staccato click of wheels on rails, the hum of tires on concrete, the 
ead Arthur Chadwick, member of 
ya Field and Stream’s advertising roar of motors in the sky, we catch the rhythm in the flow of men and materials, 
department in New York, will 
)2 report for duty as a lieutenant in of guns and munitions, of tanks and planes and food and clothing. . . . For de- 
sig the Naval reserve at Quansett, — , . 
the R. IL, on April 15. fense? Of course, but even more for building up the wallop that will bring us 
dds Galen Snow, president of Snow, —" , ‘ — : 
Ww Bates & Orme, Springfield, Mass., certain victory. It's the job we've got at home... . But it’s not the whole job. A 
ull agency, is on active duty with the ony: ° —_— 
dn Army. Joseph D. Bates, Jr., has hundred million people with this single steadfast purpose have to eat. They 
ica assumed direction of client service i i i 
al iad ew tations, tod 2. Mineoké have to be clothed. They must have homes and things to furnish them. Their 
Cc li > ri > sh: Tal mat a . . . . . 
Cohalen will be in charge of art, needs, while much restricted, still exist and must be met. Commerce and industry; 
production and space departments 
of the agency. . construction and transportation; agriculture, the producers of raw materials, 
Charles J. McCarthy, advertising 
manager of the Herald News, Fall extending their capacities to unheard-of limits, still must find and supply these 
z River, Mass., will leave shortly for 
td ervice in the Army. markets; still must buy and still must sell. . . . The forces which always have 
W Thomas Barratt, with the adver- ; ’ ; : ¥: ; 
- y functioned for this purpose still possess producing power. Advertising continues : 
nin to open the fastest, most direct and most economical road from maker to ; 
Sam | 4 
stores buyer, and securely and successfully such roads are being traveled by those 
Fed ! 
} with faith in the outcome of their present tasks and in the permanence of 
sndise their country's principles and ideals. 
r 
tory *Joe Louis can tel! you how this works. s 
yutlets _ 
n by : 
1 il. 
« e ° ° 
: R O ( . F RR S The veracity of reproduction of 
( — 
adver Rogers engravings, and the de- 
« n¢ 
{ow ope ° ‘ 
» Food EN (5 RAV] N ¢ pendability of Rogers service 
oO ;-E 
sar tial’ have been found indispensable 
VW y > 
es | . . 
tage C O Mi FP A N Y to an incredible number of cur- 
a | 
| . 
iN ows ; rent advertisers. 
. _ Adolph F. Buechele, President 
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Retail Prices of ‘Use Our Tires,’ 
'__. Appliances Frozen; Northern Pacific 
WPB Hits Hoover Advises Autoists 


D. C., April 7.—Re- St. Paul, Minn., April 9.—North 
tail prices of 44 electrical appli- ern Pacific Railway Company 
ances in common household use, steel “tires” make easy, economica 
have been ordered frozen at March] traveling in these days of rubbe 
30 levels by the Office of Price Ad- |! shortages, the railroad is advertis- 
ministration. The action was taken ing in a current cartoon series |; 
ment of Emory University. . . Initiated into Sigma Delta Chi, national to prevent rene eee follow- on-line och tated from Minnesot 
journalistic fraternity, by the Syracuse chapter, were the following | ins last week’s War Production to Montana. 


New York newspaper men: E. M. Waterbury, pub., Oswego Palladium- . Board edict halting production of Cartoons by 
Times: Arthur L. these and other appliances on | John Averill, 


Lackens Elected 
NIAA Vice-President 


Frederick I. 
Lackens, adver- 
tising manager 
of the Hays Cor- 
poration, Michi- 
gan City, Ind., 
was named vice- 
president of the 
National Indus- 
trial Advertisers 
Association at a 
meeting of the 
board March 27 
in Cleveland. 

Mr. Lackens is | 


_ Getting F Personal 


Emile R. Weadon, a member of the Good Housekeeping advertising 
staff, will soon have a new daughter-in-law. His son, Dr. Preston S. 
Weadon, has become engaged to Lenore Macdonald, whose father 
was with the old Doubleday-Page publishing firm. . . 

The boys from the Atlanta Constitution certainly have diversified 
interests. Howard Haire, classified adv. mgr., has been granted a 
leave of absence to conduct his campaign for mayor of Atlanta, and 
Ralph McGill, exec. ed., is lecturing in the political science depart- 


Washington, 


the Chicago artist 
depict railroad engi- 


| 


May 31. 


president | 

F. |. Lackens of the Chicago 
Industrial Advertisers, NIAA’s Chi- 
cago chapter, and was conference 
chairman of the 1941 regional con- 
ference in Catenge. 


A. J. Walker Advanced 


A. J. Walker of Montrea! has| 
been appointed president and man- | 
aging director of Holt, Renfrew & 
Co., Ltd., Montreal and Toronto, 
succeeding the late Hon. Lorne C. 


a past 


Hodges, Nassau 
Review - Star and 
pres. of the N. Y. 
State Society of 
Newspaper Edi- 
tors; L. M. Blanch- 
ard, edit. dir. of 
Gannett News- 
papers; and Bur- 
rows Matthews, ed. 
of the Buffalo 
Courier-Express... 

Some of the 


THE WINNER AND CHAMPION 


Products under the temporary 
price ceiling range from dry shav- 
ers to waffle irons. The temporary 
ceiling will remain in effect until 
June 5 unless superseded earlier by 
a permanent schedule. A previous 
OPA order established maximum 
retail prices on refrigerators, vac- 
uum cleaners, radios, washing and 
ironing machines and typewriters. 
As in earlier retail control orders, 
maximum price regulations also ap- 


Make your car last longer—take business 


— 


Webster 


Eckhardt Gets New Post 
Carl N. Eckhardt, Western adver- 

tising manager of Beauty and 

Health before it suspended publi- 


trips (and pleasure too) on Northern 
Pacific's stee/ tires. Forgotten how cheap 
rail transportation 1s?—how comfortable? 
how fast? Find out! Call your NP agent 
for fares and schedules. 


ply to manufacturers and whole- 
salers. 

OPA asserted that rationing of 
the 44 appliances on the “war casu- 
alty list is not now contemplated.’ 
Stocks in the hands of distributors 


most interesting 
reading that’s 
come to our hands 
in a long time is 
“Shooting the 


NORTHERN PACIFIC RAILWAY 


cation, has been appointed Western Breeze,” a news- ; A > : * : 

advertising aneane of the Mac- letter dispatched lg: the Ag" of manufacture 

fadden Detective Group. from the Canal = sufficient to last through most 
Zone by Lieut. of this year,” OPA estimated. What neers, conductors, crossing tenders, 
Parker Holden, happens next year was not made 4. shouting the advice, “Hey, use 
who once was clear. our tires!’ The advice is intended 


for ex-auto drivers now reduced to 
traveling with horses and buggies, 
scooters, tandem bikes and dogsleds. 


president of Hol- 
den, Stedman & 
Moore, Detroit 


Joe Fewsmith is holding the prize porker he won in a 
hog-calling contest, one of the high points of the party 
at which Meldrum and Fewsmith, Cleveland, celebrated 


HOOVER HIT BY 90-DAY 
NO-PROCESSING ORDER 


agency. Now a_ its 12th anniversary. Vice-pres. Ray Simmons beams Washington, D. C., April 8—The}| Accompanying copy suggests that 

Navy public reli- while others take a poke at @ pig. Fewsmith's blood- Hoover Company, owner of a| motorists save valuable tires by) 

tions officer, Lieut. curdling calls seem to have frightened the curl out of = famous name and the third largest | using the Northern Pacific on out- j 
the porker's tail. 


producer of vacuum cleaners in the | of-town trips. Economy, conveni- 
country, was the victim of a War)ence and comfort of railroad travel! 
Production Board crackdown today.| are emphasized. All ads are 2 col- 
Because of priority violations last) umns by 70 lines. 
fall which allegedly resulted in di- Batten, Barton, 
version of 500,000 pounds of scarce | Osborn, Minneapolis, 
material, Hoover will be prohibited account. 
Vandervoort, Barney, St. for a three-month period from fab- 
Louis dept. store, is now Mrs. Dwight G. Gamble, wife of the as- ricating or dealing in aluminum. 
sistant city editor of the St. Louis Star-Times. . . Merle S. Jones, g.m. For the next 10 days, Hoover 
of KMOX, St. Louis, celebrated his tin wedding anniversary last will be permitted to process alumi- 
week. . um. After that, all manufactur- Realizing that the lighted adver- 
Otis Shepard, art director of Wm. Wrigley Jr. Co., is publicity | ing operations calling for the use of tising posters and neon signs made 
chairman for the Chicago Citizens’ Committee for the Navy Relief aluminum must be _ halted. The an excellent target for bombers and ) 
Fund drive. . . order will hit the company particu- raiding submarines, Miami, Fla. 
Robert S. McCarty, a.m. of Philadelphia Co., Pittsburgh, has been larly hard since WPB has ordered nas blacked out all neon and elec- 
named chairman of the public relations committee of the Allegheny the manufacture of all vacuum pire Pony = advertise- 
Council of Defense. . . Albert Greenfield, a.m. of Raygram Corp. and cleaners halted before the three- pr hel City ananae of the East 
travel photographer, has prepared a recorded travel talk covering month period will have expired. Coast’s play spots, has announced 
his photographic rambles in South America and the Caribbean. WPB investigation allegedly dis-|a “dim out” of bright lights and 
Public relationing for public relationists, Thomas J. Young, for- closed three types of priority viola-| elimination of illuminated sign 
merly national advertising manager of the Philadelphia Daily News, tions by Hoover late last summer The purpose, advertisements n 
has been retained by the Poor Richard Club, Philadelphia's circle of | and fall: Aluminum shipments ap- Eastern newspapers said, was 
admen, as full-time public relations representative 


proved by the Office of Production avoid silhouetting Allied coastwise 
Gordon Gray, publisher of the Journal and Twin City Sentinel, 


Holden entered 
the Navy in Sep- 
tember as officer-in-charge of Michigan and northern Ohio. On Jan. 
7, he was packed off to tropic seas. For the information of long-dis- 
tance-loving admen, it costs Lieut. Holden $7.50 for a three-minute 
chat with his wife and daughter. This is the second war for Lieut. 
Holden, his second with the Navy... 

Mary K. Abney, pub. dir. of Scruggs, 


Durstine & 
directs the | 


Miami Blacks Out, “Dim 
Out” for Atlantic City 


—_ ir 


ede "atts | vessels, making them sharply-d 
Management for use in. circuit fined targets for U-boats Undis- 


ce -Sz _C.. wi ot seek reelectic » state senate wnailiomas clei . nae . , 
Winston Salem, N. C., will not k 1 ction to the state senate breakers were used _ instead’ in mayed, however, Atlantic Cit) 
he’s looking for a bigger job, and expects to be in the army shortly. motor bases and motor parts; in gushed that the Boardwalk is fasci- 

it’s been health. health. health Shouldering the load as vice-chairmen of North Carolina’s forth- addition, quantities of aluminum nating in its twilight dress. 


coming USO drive will be J. L. Horne, Jr., of the Rocky Mount’ were shipped 
Telegram and D. Hiden Ramsey of the Asheville Citizen-Times. . . toll 
Sylvi Edith Mackey, secretary to account executive Karl A. Brauti- 
gam at McCann-Erickson, has blossomed forth as a writer of verse 
with “Sing for 
Your Supper,” a 
book to be pub- 
lished this month 
by Antioch Press. 


under unauthorized 
agreements and deliveries of Army Okays PAA Meet 

scrap aluminum were accepted Mee ciated eaneniies of the 
although no preference rating had Pacific Advertising A eeastation a 
been — been given the green light by 

Army, and will be held on the date 
originally set, June 21-25 at Para- 
dise Inn, Rainier National Park 
The list of speakers includes Don 


for more than fifty-seven 
years! Kiven our 
(run by 
biggest 


advertising 
many of the 
accounts) sells 
but health! 

The result Lire & HeALTH 
subscribers are perhaps the most 


eountry’s 
nothing 


Gallagher to “Item” 
Charles E. Gallagher, 


ATTEND "WAR CLINIC" 


health-conscious group of pro 
pects you could wish for An 


audience made to order, if you're formerly 


selling healthful products ! It isn’t definitely managing editor of the Courier- Francisco, Raymond Rubicem, 
Consider this, too. Advertising known where the Citizen, Lowell, Mass., has been Homer Buckley and Dr. N. H 


in Lire & HEALTH Carries the | 
overwhelming conviction of au 
thoritative approval (ur edi- 


named managing editor of the Daily Engel, 
Item, Lynn, Mass. 


director of research of 


material for her : 
: University of Washington. 


parodies on  busi- 
ness in general 


torial board is comprised of a 
large group of ethical physician and stuffed 
And we're also closely 


| 

| 

associated 
with a health-minded organization 

of two hundred thousand persons 

Our readers will believe your | 

| 


shirts” in particu- 

lar was gathered, ‘ 
but we understand 
any similarity to 
to the advertising 
business will be 


message and buy your product 
And incidentally, Lire & Heauru's 
‘oOst-per-thousand i 


net high 


eens te ms Se purely coinci- 
brochure TODAY dental. . . Charles : 
Rynd, sales service TODAY'S BEST Buy 


manager for the 
Blue Network, is 


in San Francisco to discuss current operations the father of a 


Among executives who attended the recent NBC “War 
Clinic” 


D RIDERSHIP Is UP 


were (left to right) Clarence L. Menser, nat'l. program = cocond daughter 
mgr.; Al Nelson, assistant vice-pres. and gen. mgr. of Susan Wh or 
KPO, San Francisco; and William S. Hedges, NBC vice- ne was - te READERSHIP is UP 
pres. in charge of stations. ioten ents ot So : 
big sister Sandra * R AT t sS STi L L LOW 
Lee celebrated her second birthday. | 


Don Lerch, farm director of KDKA, Pittsburgh, was awarded an 
honorary membership in the Future Farmers of America at a meet- 
ing of the Slippery Rock, Pa., chapter. . . 

Jack McCarthy of McCann-Erickson, New York, has just completed 
a “profile” of Col. William J. “Wild Bill” Donovan, U. S. Coordinator 
of Information, which appears in the May Esquire... 

Douglas W. Coutlee, Jr.. who headed up the radio department 
at Charles W. Hoyt Company before joining Uncle Sam’s forces, will 
start his army career as a settled married man, having married Iris 
Evelyn Nelson shortly before his induction. His father is advertising 
director of Merck & Co... 


ACT TODAY! 


‘MURRAYE MALONE ¢ 


MINNEAPOLIS, MINN. 
_ STREETCAR AND BUS ADVERTISING © 


_ MINNEAPOLIS « ST. PAUL + DULUTH + suPERIO 


fife ¢ Health 


‘ THE NATIONAL HEALTH JOURNAL — 
DEPT. 8. TAHOMA PARK. WASHINGTON. 0.¢ 


3 Bee F 
= cine 
F a. 
a 
= Z 
a ae 
e =a A . Hig \ ee s 
eo" = 5 : ‘“ pu 
Ee ee ~ : 
* Ga Fe 
“ss i. ie : 
5 q « 
a . a “a P 
Poms ‘<_ .. 
i i ™~ 
CO ee 
ee. wy MEY! 
ae weet et 
a - a7 aes USE re] —_ 
om Em IRESI_ 4 
ee baw a 7 4 > , 
om os tim rf 
wie a ud <7 * x 3 ee 
ts ———— i © pes 
we. ; ees 
: 7, - 2? ae 
7 es a * i [ 
“ 9 7 ¥ < 4 
to 3 ey & *, 7 j 
e. a . 3 4 ‘ oe 
¢ we a z rt im 
- bi ‘war rt hy “4 ttl ‘ : 
a _ eae cg eae. 
e. A ee A 4: a " aie ; “ah Z : 
a ‘ y eS, % Pe eas Bs J * i 
7 iy . ie s < “oa 1 
a ._ N cw td. 
@ ; 4 Bias Poe 
Je we 
A ive ae ae wy a 
ae Paar ee es 
ae ; bey < o } sah 
stead & : ; es. af 4 ¥ & ; 
. = ‘4 t Aw ¢ 0 faa a 
er a a 
ea ¢ NE Subject 
ae Change he MY 
ga 
: Co: fi a ate : eo ee ‘ 
ant nb at Pe A is - ‘ tf — — 
7 pa a 4 = ny j 
- 7 , 
- : ‘ 
gi e iu i SenmnenrerszaAn A are ="*"ERTISING 
Ee = te 
‘Sapo : ; ge Pon eee i 
+ 7 . _ re a 
eo ae N pee os — er yee 
ile — atl 2008 ee i a 
RcULAT 1941 ia is So 
—E_ _ 
: ‘ ’ d — 
=f ge A > 
— eg Tos ae ee << 
as Se 36 ee _ 
. 1956 nce 19 ; 
nr, SI a 
, Pp g Largest 4 
a U dited cuculanon of @ a 
" ‘ | a 7 (2 > et et. eee eg 
4 ; 
oY 
‘% x i Ve wee 4 ee 7 ree i ; - > i re Ses te z i Te Bee ea ee ey a ee Saat ihe Bie e tle ae oe niin : ma oy! ee ye ae ats . 2 ae 2, 
— os ; wn eee 8 Te 4 : ae ee eg? ne ae SA, > ithe Faeroe: eel See ne. Oe eR a, PRR ag i es Ee? ee Re” UE ery Nien re ae ea Ce, oy 


— 


te ah a 


April 13, 1942 


ADVERTISING AGE 


BOOK 


‘The MARKET DATA BOOK is 


to us in studying markets and plottin 
advertising coverage.”’ 


invaluable 


Says R. R. Horner, 


Manager, Magazine and Advertising Department 
Norfolk & Western Railway Company 


the various geographical divisions of the country. 


The reason is simple. 


344 
pages of market data: 62 pages of maps. many in color, making it possible to visualize the market 


Just look at all the material designed particularly for this purpose. 


possibilities for the entire country or for any selected area: and 74 pages of factual media in- 
formation. 


Hundreds of advertisers and their agencies in every section of the country have written us telling 
how they are using the MARKET DATA BOOK in their daily work. 


termining sales potentials, for preparing a quick analysis of the market for a given line of prod- 


Some are using it for de- 


ucts, for selecting test markets. for general advertising and sales planning. for collecting market 
statistics, as a reference source at advertising agency conferences and for many other similar pur- 


poses. 


Here in one volume is all the reference information covering every factor advertisers and agen- 


cies habitually use as a basis for comparison of consumer buying power. whether the markets 


compared are as small as a county or as large as the entire country. 


Detailed figures of buying 


power and retail distribution 


for every state and for 174 of 
the 


principal cities are pre- 


sented along with all per- 


Some of the most useful information in the 


copy 


Advertising Distributors of 
Afro-American Newspapers 
Amsterdam Star-News 
Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 


Chieago Defender 

Chieago Herald-American 
Chieago Tribune 

Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

john Donnelly & Sons 


Fact Finders Associates 

Faweett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Huston Chronicle 


Journal (Portland) 
Journal and Guide (Norfolk) 
Kansas City Call 
K as Farmer 


America 


describing the coverage and facilities 


tinent data for national consumer, farm, Canadian, Latin-American markets as well as for NORFOLK AND Wester 
LRN Rat > 
MAGAZINE LWAY Comp 
, AN -_ “PANY 
D ADy ERTISING DEPARTS 
° “— e . ‘ _— one , "MENT 
When you need market data or media information look first in the MARKET DATA ROANOKE. Vinci, 
you can get it quickly and conveniently there. : ruary 4, 
VARKET DATA BOOK is the factual, informative . 
. . . ain, 
provided for advertisers by these concerns. ve j , ; 
A ati 
KDYL Rock Island Argus ica Feet, F , 
KFYO ° finoi 
KGNC St. Louis Globe-Democrat : 
KIRO San Antonio Express and Evening News ir 
KMA Scripps-Howard Newspapers 
KOMA ’ 
KRGV This Week . ir 
KSD Topeka Daily Capital i ¢ t 
KSL Topeka State Journal r M 
KSTP Transportation Advertisers Ine 4ele refer tt 3 _ 
Srue Triple A Advertising Carriers “ , 18 & most 
hed t  S58ista 
Don Lee Network Ueber and Sons Advertising Agency “Overtisir 7 
Louisville Dewfender United Advertising Corp a 
Media Records ve 
Michigan Advertising Distributing Co. were } 
Milwaukee Transportation Advertising wCcoP 7 
Minneapolis Star Journal and Tribune WwFBL 4 
Missouri Ruralist 
WFBR , 
Moline Dispatch WFIL 
Molton Distributing Co WHAM 
Murray and Malone Co WHBF 
Nashville Banner and Tennessean whPe e a 
Nassau Daily Review -Star wiBw DAML) _ 
National Broadcasting Co WKWNE 
National Transitads WwLAW 
New Haven Register A+ 
Peoria Journal-Transcript WoORL 
Philadelphia Tribune WPEN 
Pittsburgh Courier Wwertrf 
Pittsburgh Sun-Telegraph wsvyr — 
Popular Mechanics WTAG 
Publicity Distributing Co wTtry 


esigned to hilp Advertisers and Ageuctes ty know ther Markets / | 
THE MARKET 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


Data Book 


SAN FRANCISCO 
Russ Bldg. 


LOS ANGELES 
Garfield Bldg. 
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Klau-Van Pietersom 
Holds Morton Account 


The recent shift in agencies for 
Morton Salt Company affects only 
the table salt division of that com- 
pany, and advertising of the meat 
curing division and of the salt tab- 
let division continues unchanged 
with Klau-Van Pietersom-Dunlap 
Associates, Milwaukee. 

Advertising of salt tablets ap- 
pears in the business and trade 
press, while copy for the meat cur- 
ing division normally runs in farm 
papers, on radio, etc. 


To New Headquarters 


Noee, Rothenburg & Jann, news- 
paper representative, has moved its 
New York offices from 10 E. 40th 
street to 366 Madison avenue. 


Account Executive 
Going Into Service 


So you are joining up. Congrat- 
ulations and the best of luck. 
Most of our boys are now in. The 
rest of us will have to stay home 
and carry on as best we can until 
you boys finish the job. 


Just recently two fellows that run 
a small agency asked us to take 
over their accounts, on a_ basis 
where they could get something 
out of it and perhaps hold them 
until they got back. We worked 
out a plan that works so well, 
that we thought we would extend 
it a little further. 


If you are confronted with the 
problem of finding an organiza- 
tion of integrity, responsibility 
and experience that will play ball 
with you. . . . Someone who ap- 
preciates the time and work you 
put into securing the accounts. 
. .. Someone who will do a cred- 
itable job of directing the adver- 
tising while you are away. .. . 
Someone who will give you a cut 
on the commissions, it may be a 
good idea to talk it over. 


We have an organization of 20 
people, established over 25 years, 
have every recognition, amply 
financed, and enjoying a good 
reputation, situated in New York 
City. 

Don't answer through a third 
party if you are really interested. 
We will respect the confidence. 


Box 3664, Apvertisinc Acre, New 
York, N. Y. 


Summary of 
Newspaper Reading 
Studies Released 


(Continued from Page 1) 


women readers stopped to read one 
or more national advertisements in 
their daily newspapers, while 74 
per cent of the men and 94 per cent 
of the women stopped to read one 
or more local advertisements. 
Wide Variations in Reading 


One of the summary’s' most 
important findings was the wide 
degree of latitude in the amount of 
reading of advertisements of the 
same size and classification, indi- 
cating that some advertisers are 
much more successful than others 
in attracting an audience for their 
sales stories. 

Three major innovations were 
included in the report. For the first 
time the Foundation released infor- 
mation on the relative readership 
of newspapers in large and small 
cities and the relative readership by 
income-occupation groups. In addi- 
tion to reporting the ten leading 
advertisements in each local and 
national classification, based on per 
cent of reading, the new report 
rated the ten leading advertise- 
ments in each classification by 
readership per line per 100,000 
readers. 

Large vs. Small Cities 

Readership varied little between 
small cities and large, except in 
four classifications for men and 
three for women. Biggest differen- 
tial was in readership of any radio 
programs or news, which attracted 
52 per cent of men readers and 62 
per cent of women veacers in cities 
over 300,000 population, as com- 
pared with only 21 per cent of men 


|readers and 30 per cent of women 
| readers 


in the cities under 100,000 
population. This apparently higher 
interest in large cities may be par- 
tially due to greater space devoted 
to radio, partially to the fact that 
a greater number of stations serve 
the larger cities, necessitating fre- 
quent reference to schedules, and 
partially due to the greater empha- 
sis on accurate, complete listings in 
competing metropolitan newspa- 
pers. 
Society classified ad- 


news and 


ADVERTISING AGE 


| vertising, on the other hand, were 
more interesting to small city read- 
ers. Society news attracted 92 per 
cent of the women and 51 per cent 
of the men in cities under 100,000 
and 74 per cent of the women and 
30 per cent of the men in the cities 
over 300,000 population. 

Readers of “any classified adver- 
tising” in the smaller cities were 40 
per cent of the men and 48 per cent 
of the women, against 29 per cent 


of the men and 30 per cent of the | 


women in cities of more’ than 
300,000 population. Men in_ the 
larger cities paid more attention to 
department store advertising than 
did those in small cities, the rela- 
tive readership being 43 per cent 
to 32 per cent. 


Income Groups Vary 


One of the most interesting con- 
clusions was the apparently equal 
readership of local and department 
store advertising by women in all 
four income - occupation groups. 
Women’s readership of national 


advertising, however, varied widely | 


in the four income groups. 

Men’s readership of advertising 
of every type increased with lower 
incomes. On the other _ hand, 
editorial readership for both men 
and women, with the exception of 
comics and sports, decreased in 
lower income brackets. The study 
covered income-occupation groups 
for the first time, breaking down 
its interviews into four classes—A, 
Business and Professional Group; 
B, Salaried Group; C, Skilled 
Group; and D, Unskilled Group. 

An analysis of the effect of posi- 
tion on readership substantiated the 
Foundation’s earlier conclusions 
that readership is spread through- 
out the paper, and that there is no 
inherent advantage in right or left 
hand page position. 

Leading National Advertisements 

A wide variety of products was 
reported in the lists of the ten 
leading advertisements for each 
product classification. Listed accord- 
ing to per cent of reading by men 
or women, Conoco oil came up first 
in the automotive classification with 
a 1,056-line ad in the St. Joseph 
News-Press. It was read by 58 per 
cent of the women and also 51 per 
cent of the men. The top automo- 
bile ad, a 1,080-line Ford ad in the 


Cedar Rapids Gazette, stopped 54) 


per cent of the men and 31 per cent 
of the women interviewed. 

The 1,000-line Seagram’s whisky 
ladvertisement in the Sacramento 


FAD DS 


w_ 


This Advertisement is dedicated to 


the man 


be a better and simpler method .. . some- 


who feels that there surely must 


oe 


by? 3X 


where . . . to handle the production require- 


ments of his advertisements and printed 
pieces. Today there’s a ONE best way in 


everything. Why order your cuts from one 


concern —typesetting from another, blocks 


away —and then give your printing toa firm 
even farther distant? Try the Faithorn COM- 
PLETE SERVICE route. It will be NEW—and 
you'll be glad to join our long list of satisfied 
customers. Write, or phone Wabash 7820. 


-FAITHORN CORPORATION 


nm Si 


AD-SETTERS - PRINTERS - ENGRAVERS 
$04 SHERMAN STREET, CHICAGO - WABASH 7820 


READING OF TYPES OF CONTENT BY 
INCOME-OCCUPATION GROUPS 
MEN 


PER CENT 


Any Advertising toca cmsnee 


Any Dept. Store Advertising 


Any Amusement Advertising 


READING BY INCOME-OCCUPATION GROUPS—MEN 


PER CENT 

r 

Any Editorial Reader C 
, J 

Any for Editorial Page ) 
Any Comic Reader 
Any Financial News Reader z | 
Any Radio Programs or News sat 


Any Society News or Pictures 


Any Sports News or Pictures 
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INCOME-OCCUPATION READERSHIP 
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READING BY INCOME-OCCUPATION GROUPS — WOMEN 


PER CENT 


Any Editorial Reader 
Any for Editorial Page 


Any Comic Reader be al 


Any Society News or Pictures 


Any Sports News or Pictures 


A el bd 


These charts from the summary of the first 42 Continuing Studies of Newspaper 
Readership conducted by the Advertising Research Foundation indicate that 
men's readership of newspaper advertising increased markedly in lower income 
brackets, while readership among women varies little in four income-occupation 


classifications. 


Readership of “any editorial matter more than doubles in the 


higher brackets, while readership of comics is far greater in the lower income 


groups. 


Society news and pictures, sports news and pictures, radio programs, 


and editorials eppeal almost equally to all groups. 


TESTING? 


ILLINOIS...do your testing 
thru the DECATUR station, 


Bee led in the alcoholic beverage 
classification with 33 per cent men’s 
reading. It also stopped 19 per cent 
of the women. 

In the groceries classification, the 
Kellogg’s All-Bran 480-line ad in 
the Toledo Blade was the best-read 
food ad. It received a 
readership of 41 per cent. The 
leading beverage advertisement—a 
905-line Eight O’Clock coffee ad in 
the Louisville Courier - Journal, 
interested 36 per cent of the women 
and also 17 per cent of the men. 
The leading soap ad—a 704-line 
Chipso ad in the Windsor Daily Star 
—was read by 43 per cent of the 
women interviewed. 

In the household classification, a 
428-line Christmas gift suggestion 
of the Inland Empire Electrical 


women's 


Equipment Association in the Spo- | 


kane Spokesman-Review was first 
with readership of 7 per cent of the 
men and 31 per cent of the women. 

The Johnson and Johnson Red 
Cross bandage advertisement of 795 
lines in the Hagerstown Daily Mail 
was the leading advertisement in 
the medical classification. It was 
read by 50 per cent of the men and 
66 per cent of the women. 

A 1,328-line message for Chester- 
field cigarets, in the Daily Okla- 
homan, Oklahoma City, led in the 
tobacco products classification, with 
66 per cent of the women and 46 
per cent of the men interviewed. 

In the toilet requisites classifi- 
cation, the 1,200-line Yardley ad- 
vertisement which appeared in the 
Omaha World-Herald was on top 


with 36 per cent readership by 
women. 
In the transportation classifica- 


tion, a 495-line ad for Burlington 
Zephyrs in the St. Paul Pioneer 
Press led with 21 per cent of the 
men and 20 per cent of the women 

The Continuing Study of News- 
paper Reading is conducted by The 
Advertising Research Foundation 
in cooperation with the Bureau of 
Advertising of the American News- 
paper Publishers Association. The 
Foundation is sponsored jointly by 
the American Association of Adver- 
tising Agencies and the Association 
of National Advertisers. 


Eureka Quits Field 

Eureka Vacuum Cleaner Com- 
pany, Detroit, has suspended pro- 
duction of vacuum cleaners and has 
gone into war production. Although 
manufacturers are permitted to 
make cleaners until April 30, 
Eureka stopped all cleaner produc- 
tion a month early to speed output 
of war material. The company will 
continue its research in the house- 
hold cleaning equipment field. 


Issues New Rates 


Criterion Advertising Comp:ny 
New York, which operates three- 
sheet poster panels nationally, a5 
announced new rates effective \1a) 
1. Base rate under the new «ard 
will be $3.35 per display in ‘e 
United States, $3.50 in Canada 
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RETTIEST girls in the world 

are yours in EYE*CATCHERS 
Character men, women and chil- 
iren, too. Situations for all busi 
100 new subjects monthly 
to pep up your advertising and in- 
crease its pull Belongs on every 
sdvertiser’s desk Only $5 per 

Write now for interesting 
. FREE. No obligations 
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ADVERTISING RANKS 


HIGH IN READERSHIP _ 


READER TRAFFIC STOPS BY TYPE OF CONTENT 


MER 
PER CENT 


ticular newspaper section or feature. 


READER TRAFFIC STOPS BY TYPE OF CONTENT 
WOMEN 


monet 


Among men, only comics, sports news and 


pictures, and the editorial page equal or exceed advertising readership. These 
charts are from the Continuing Study of Newspaper Reading. 


Advertising in the Test Stage 


Institutional Copy 
on G-E Appliances 
Given Broad Test 


New York, April 8.—The appear- 
ance of test copy in the New York 
Times Magazine last week marked 


General Electric Company’s first | 
step in its previously announced 
plan to spend $700,000 to $1,000,000 | 
on appliance advertising this year. | 
As reported in the Feb. 2 issue of | 
ADVERTISING AGE, G-E has no inten- | 
tion of allowing the public to for- 
get its appliance division, despite 
the severe wartime curbs placed on 
the production of these items. 

The test page in the New York} 
Times Magazine was an effort on} 
the part of G-E to discover the 
most effective consumer approach 
that could be used during a period 
when the company actually had} 
nothing to offer for sale. Immedi- 
ately after its publication a reader- 
ship survey of all ads in the maga- 
zine section was conducted, and it 
s said that the test copy scored as 
high as any, and higher than most. 


To Test Further 


| 
| 


Encouraged by this favorable 
showing, the company plans to 
make a further test of its graphic 
institutional message in the May 4 
issue of Life and the May 9 issue of 
The Saturday Evening Post. De- 
pending upon simplicity for its 
effectiveness, the copy merely por- 
trayed a _ typical rural signpost 
against a background of distant 
factories belching clouds of thick, 


GOOD PRINTING! 


© |ntelligent service 


© Expert craftsmanship 
© Complete facilities 
® Lowest costs 


© ay and night production 


Let’s Get Acquainted 


Sterling Printing Corporation 


hone—Superior 3277 


k for W. L. Coburn es 
325 W. Ohio St. . Chicago, Il. 


es 


| introduce 


/}economy flour. 


|enrichment 
| VitaSured as a totally new kind of 


black smoke. 


ing message, while the fourth sim- 
ply carried the G-E signature. 


“First Win the War” was the| 
warning at the top of the post. | 


“Afterwards,” the second board 


continued, “when complete victory | 


ADVERTISING AGE 


‘richment” and what General Mills 


is doing in making available to the! 
public an enriched flour deriving 
the major portion of its enrichment 
from the wheat itself, rather than 
from values added. 

Knox Reeves Advertising handles 
the account. 


USES RADIO SCRIPTS 

Boston, April 7.—A direct sales 
test campaign was launched last 
week over Station WORL for Good 
Housekeeping Cook Book, which 
sells at $2.50 per copy. The account 
was placed through Franklin Bruck 
Advertising Corporation, New York. 
Five-minute scripts are being used 
six days a week. 


Starts College Drive 
The United tSates Navy Recruit- 


| ing Bureau, Brooklyn, has begun a 


Three signs nailed | 
to the post presented the advertis-— 


campaign directed to college fresh- 
men, sophomores, and high school 
graduates in national magazines 
and college newspapers throughout 
the country. Offering a_ booklet, 
“How your college can help you be 
a naval officer,” the advertisements 
announce regulations for enlisting | 
now and continuing reserve train- | 
ing in college. Batten, Barton, Dur- | 
stien & Osborn is the agency. 


WTAG Joins CBS 

Station WTAG, Worcester, Mass., 
since 1926 an NBC outlet, has 
joined the Columbia Broadcasting 


has been won General Electric will} System. | 


again create and build those appli- 


ances that add so much to our 
American way of life.” This was 
followed by a _ series of simple 


sketches representing various appli- 
ances in the G-E line. “In the 
meantime,” the third message con- 
cluded, “take good care of the elec- 
tric appliances you now own. If 
they should need repairs call your 
General Electric dealer. He will 
help make what you now have last 
until we can again build the new 
things you will want.” 
Maxon, Inc., directs 
appliance account. 


USE DAILIES, OUTDOOR 
FOR NEW BEER, TRIM 


Rochester, April 8.— Newspaper 


the G-E 


| tests in five cities were launched by 


Genesee Brewing Company this 


| week to introduce Trim, a new type 
|of “extra-dry, premium beer.” 


It 
is said to be “thorough - brewed” 
and contain less sugar, starches, 
solids and dextrose. 

Weekly insertions of 
size are scheduled to appear in 
Buffalo, Rochester, Syracuse, 
Jamestown and Binghamton. Out- 
door posters also will be used ex- 
tensively. If successful the product 
and copy will be made available to 
other brewers throughout the coun- 
try, thus enabling small brewers to 
compete with various nationally-ad- 
vertised “premium beers.” Mc- 
Cann-Erickson, New York, the 
agency. 


PROMOTE VITASURED 

AS ECONOMY FLOUR 
Minneapolis, April 9.—General 

Mills, Inc., is currently testing Vita- 

Sured as a family flour in Washing- 


500 - line 


1S 


| ton, Pa., and St. Cloud, Minn., with 


1,200-line newspaper copy. 

The campaign is an attempt to 
an enriched flour into 
low-cost markets. Since VitaSured 
is said to derive the major portion 


‘of its essential vitamins and min- 


erals from the wheat itself, and at 
the same time meet the govern- 
ment’s enrichment standards, its 
cost is low enough to make it an 
Before the product 
was put on grocers’ shelves in test 
markets late in February, home 
baking and feeding tests were con- 
ducted among women. In an ex- 
ceptionally large number of cases, 
women voted in favor of VitaSured 
if it were made available in their 
market. 
Newspaper the 
announces 


stresses 
and 


copy 
story 


flour. Its promotion is designed to 
test consumer appreciation of “en- 


| GIBBONS KNOWS CANADA |f 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


‘Newsweek’ Latest 
to Boost Price; 
Goes to 15 Cents 


New York, April 7.—The roster 
of publishers who have decided to 
pass some of their increased pro- 
duction costs on to readers was 
enlarged today by Newsweek, 
which announced that effective 
with the April 20 issue it will 
advance the newsstand price from 


10 to 15 cents. Subscription rates 
will be increased from $4 to $5 
annually. 


Malcolm Muir, publisher, attrib- 
uted the increases to “rapidly grow- 
ing editorial costs’ brought about 
by “greatly expanded _ editorial 
service,” and pointed to the recent 
dispatch of John Lardner to the Far 
East and assignment of Ernest 
Lindley, chief of Newsweek's 
Washington bureau, to write a 
weekly feature. 

Coincident with this latest an- 
nouncement of higher subscription 
rates, The Saturday Evening Post's 
familiar nickel tag passed into his- 
tory after more than a century as 
that publication appeared on stands 


| for the first time with “10c” printed 


in the upper right-hand corner of 
its cover. 


Display Guild Moves 
Display Guild, New York, has 

moved its offices from 601 W. 50th 

street to 10 Bleecker street. 


Launches Publicity Paper 

H. W. Bowman, publicity direc- 
tor of Batten, Barton, Durstine & 
Osborn, New York, has been named 
editor of Making the News, a na- 
tionally-circulated business paper 
devoted to publicity and _ public 
relations, which was published for 
the first time last week. The initial 
issue contains articles on prepara- 
tion of news copy by several editors 
and columnists as well as a direc- 
tory of information and publicity 
officers of war agencies in Wash- 
ington. 


AISE Drops Exhibit 


The annual convention of the 
Association of Iron and Steel Engi- 


neers will be held in Pittsburgh 
Sept. 22-24. Prompted by critical 
times, the Iron and Steel Exposi- 


tion, usually held concurrently with 
the convention, will not be held this 
year. 


Barker Advanced 

Mel Barker, who has been ad- 
vertising promotion manager of the 
Chicago Times, has been named to 
handle all promotional activities of 
the newspaper, including circula- 
tion and editorial. 


Unequalled designing and 


engineering facilities at 


your command. 


STON CO, LIMA, CHICO 


BEING 
DISTRIBUTED 


MAIL TODAY 


THE 
MOST 
COMPLETE 
REFERENCE 
BOOK 
in the 
ENTIRE 
RADIO 
INDUSTRY 


our check for $10 will bring you a copy of the 1942 RADIO 
ANNUAL plus the next 260 issues of RADIO DAILY (full 
year’s subscription). 


receipt of bill. 


Address: 


RADIO DAILY 
1501 Broadway 
New York City 


NAME 

TITLE 

COMPANY 
STREET ADDRESS 
CITY AND STATE 


Send me the 1942 RADIO ANNUAL and the next 260 issues of 
Radio Daily (full year’s subscription). 


U. S. and Canada, $10 per year. 


I will pay you $10 on 


Foreign, $15 per year. 
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The Listening Post 


One reason why OPA officials | 
are admitting publicly that “we are 


are dissatisfied with the postpone- 
ment policy and another effort may 


losing the battle of inflation” is be made to suspend anti-trust laws 
that the 60-day temporary freeze as long as the war lasts. Such Con- 
orders customarily issued aS a pre-| gressional action would suit the 
lude to formal and permanent ac- War Department but hardly Mr. 
tion customarily contribute to Arnold. 

rather than combat inflation. Tem- 

porary OPA ceiling orders must Board of Economic Warfare of- 
limit prices to levels prevailing | fcjials admit privately that the an- 
during the five days immediately pjouncement that technical and 
preceding issuance of a_ control trade publications will be censored 
order. This requirement means pefore being mailed to foreign 
that unless OPA is able to take 


countries was premature. Numer- 
ous perplexing problems remain to 
be worked out. An advisory com- 
mittee of business paper editors is 
to be set up to assist BEW. All 
trade publications will receive 
shortly an invitation to be repre- 
sented at a meeting to be held in 
New York City April 23 at which 
the whole subject will be discussed 
in detail. The exact locale of the 
conference has not been determined 


action before prices have reached 
inflationary stages, prices are frozen 
for two months at abnormally high 
levels. Almost inevitably, word of 
impending OPA action leaks out in 
advance with the result that prices 
are immediately jacked up on) 
products to be covered, then frozen 
at the new rates. Permanent orders 
correct the situation but only after | 
a two-month lapse. 


a 


> yet. Col. Royal B. Lord will head 
Despite official claims that pro-| the BEW delegation at that meet- 
duction schedules are being met) ing. 
and that the President’s 1942 goals °  F 


ri » arhi re. . sur Tyas . ° » 
will be achieved, many New Deal-| Informative labeling is due to ad- 


ers claim things are not moving vance because of war conditions. 
fast enough. They ey Donald widespread use of substitute ma- 
Nelson, WPB chief, hasn’t gotten terials makes it necessary for 
tough enough and is still moving manufacturers to explain product 


too slowly. Some of them are bet- 
ting that Nelson won’t last out the 
summer. 


changes to their customers, and do- 
ing it on labels is often the simplest 
method. In addition, the Office of 
Price Administration is expected to 
take further steps in establishing 
quality floors under price-ceilinged 
products. When OPA price orders 
include minimum standards of con- 
struction or performance, informa- 
tive labeling becomes mandatory. 


It is noteworthy that the govern- 
ment’s new wartime anti-trust pol- 
icy delays for the duration only 
prosecutions that would interfere 
with war production. Thurman 
Arnold is therefore free to indict 
as usual, with only those cases be- 
ing postponed on which War or 
Navy make specific recommenda- 
tions. When court action de- 
layed, Arnold and the Truman 
Committee can get together as in 
the Standard Oil of New Jersey 
“prosecution.” Many congressmen 


he te 
he a 


Business paper editorial jobs are 
going begging in Washington these 
days. Most experienced men in the 
capital are overloaded with work 
due to increased demands for serv- 
ice from papers already on their 
string. In addition, some corres- 
pondents have donned uniforms or 
taken war jobs, or expect to soon. 
Meanwhile papers heretofore able 
to get along without editorial rep- 
resentation in Washington are find- 
ing it a “must” now. Sending staff 
men on occasional visits is unsatis- 
factory because of the hotel room 
problem and because the war ma- 
chinery is so complex it takes an 
old hand to know where to go and 
whom to see. One editor advertised 
in vain, then addressed letters to 
members of the Washington press 
corps asking them to suggest names 
of men who might be persuaded to 
take a job. 


IS 


* * at 


Treasury tax proposals thus far 
have not included advertising 
levies, although the apparent pref- 
erence of Congress for some form 
of tax rather than boosting 
existing rates as officially suggested 
may result in the submission of a 
new Treasury plan which might 
affect advertising. In that connec- 
tion it may be significant that the 
Treasury’s Division of Tax Re- 
search probing the threatened 
policy change by the Canadian gov- 
ernment. (ADVERTISING AGE, March 
23.) Treasury researchers are par- 
ticularly interested in how the 
advertising fraternity reacts to a 
possible Canadian crackdown on ad- 
vertising deductions for income tax 
purposes. The implication seems to 
be that if Canada adopts a strict 
policy on advertising deductions 
and gets away with it, similar ac- 
tion might be taken here. 


sales 


IS 


ca vt 


Advertising’s policeman the 
radio and periodical division of the 
Federal Trade Commission, headed 
by Pgad B. Morehouse is watch- 
ing copy with a war theme. All 
material received bearing on the 
war is stamped “war related” and 
reviewed for possible censorship 
violations. Any copy which appears 
to disclose military information 
turned over to the Office of Censor- 
ship. In addition, all “war related” 
advertising surveyed, summar- 
ized and reported periodically to 
the Office of Facts and Figures, at 
| OFF’s request. 


IS 


1S 


WINS AWARD 


NATIONAL HOSPITAL DAY | 


Two artists, Thomas Grey and Lawrence 
Olson of Montclair, N. J., teamed up to | 
capture first prize for this poster, selected | 
from among 500 entries in the competi- 
tion conducted by the American Hos- 
pital Association. It will be used in all 
hospitals to call special attention to 
National Hospital Day. 


‘Non-Essential’ 


Construction Hit 
by Stop Order 


Washington, D. C., April 9.—Non- 
essential construction came to a 
dead halt today as the War Produc- 
tion Board issued a sweeping edict 
which forbids building to be started 
except in a few specified cases. 

Equally binding upon property 
owners, builders and suppliers, the 
order prohibits not only the starting 
of construction in most categories 
but the withdrawal from in- 
ventory, and the purchase, sale or 
delivery, of any material for use in 
such construction unless expressly 
authorized by WPB. 

The order, which had been ex- 
pected for some time by the build- 
ing industry, goes far beyond the 
policy laid down last October by the 
old Supply Priorities and 
tions Board, and which has _ re- 
mained in effect ever since. At that 
time, priority assistance was merely 
denied to non-essential building. If 
materials could be obtained without 
government aid, construction could 
be undertaken. 


also 


Permission Required 


Today’s edict, Conservation Order 
L-41, specifically provides that 
no residential construction except 
maintenance and repair work may 
be started without permission if the 
estimated cost $500 or more. 
Similarly, no new agricultural con- 
struction may be launched if the 
estimated cost $1,000 more 
No other construction, including 
commercial, industrial, recreational, 


IS 


Is or 


institutional, highway, roadway, 
sub-surface and utilities construc- 
tion—whether publicly or privately 


financed—may be initiated if the 
costs involved amount to $5,000 or 
more. 

The order applies only to building 
not yet started, but projects under 
construction are being examined in- 


dividually by WPB. If it is found 
that scarce materials to be used in 
such projects can be put to more 
effective use elsewhere, work will 
be ordered to halt. 

Field facilities of the Federal 


Housing Administration will be util- 
ized to administer the order. It 
expected that for the next month 
only emergency authorizations will 
be granted. 


is 


Frisch to Ziff-Davis 

A. H. Frisch, formerly circulation 
manager of ADVERTISING AGE and 
previously circulation manager of 
Standard Rate and Data Service, 
has been named subscription man- 
ager of Ziff-Davis Publishing Com- 
pany, Chicago. 


Plans Watch Promotion 

Girard-Perregaux Company, New 
York watch manufacturer, has 
scheduled a series of quarter-page 
ads for the month of May in Es- 
quire, Life, The New Yorker and 
Time. A. W. Lewin Company, New- 
ark, directs the account. 


| “Representatives Available,” 
| cash with order. 


Cldvé 
Market Place 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
30 cents a line, minimum charge $1. 


and 
Terme 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 In., 
$4.75 per inch. 


Alloca- | 


HELP WANTED 
POSITIONS OPEN 


POSITIONS WANTED 
EXECUTIVE SALESMAN 


ADV. MGR Retail. High unit sales | Twenty years’ productive sales-adve1 
mdse. experience preferred. Open. tising promotion experience. 15 yeat 
|} LAYOUT ARTIST—retail. New York | with major Advertising Agency. Lev+ 
dept. store experience preferred, $5200. headed executive with Keen perce) 
WOMAN COPYWRITER Young. | tion, imagination, initiative and en 
Must have agency experience. Open. | gaging personality. Willing to prov: 
GIRLS ability to produce results, 
| Excellent secretarial positions with |) Box 3668, ADVERTISING AGE, Chgo 
agencies, publishers, art studios, etc. | WHAT NATIONAL AGENCY WANTS 
Salaries to $130. TEXAS REPRESENTATIVE? 
No obligation to register Texas advertising and sales promo 
‘a _Fred Masterson tion man with 30 years newspape! 
,, dinclair-Masterson Personnel magazine, retail and agency experi 
310 8. Michigan Ave.—Suite 1749 ence wants position as Texas repre 
Chicago—Har. 6003 sentative for national adv, agency 
Are You a Priority Casualty? G. B. F., 703 Kirby Bldg., Housto: 
Nationally Known Life Insurance | Texas. 
Company has unique plan to assist | aRTIsT Young lady. Professiona 
Advertising men in getting estab- | exp. jettering—layout—color work. 
lished in Priority Proof business. Give | Rox 3665. ADVERTISING AGE, Chee 
age, family status, and brief business _* - : 
history when writing. Layout, lettering, design man seeks 
Box 3669 ADVERTISING AGE, Chgo, | change. 12 yrs. studio and adv. ages 
exp. Employed present position 5 yrs 
WANTED: SALESMAN, ACCOUNT- | Nat'l. accts. Creative and finished 
EXECUTIVE by large fast growing | Draft exempt. 
advertising agency. Previous experi- tox 3667, ADVERTISING AGE, Chgeo 
ence as account-executive not essen- es 
tial, Salary with good future. Write MISCELLANEOUS 
for appointment giving full details of | ATTENTION HOUSE ORGAN EDI- 
experience and qualifications. All ap- | TORS, Send for samples WAR ON 
plications will be kept strictly confi- |WASTE bulletins—timely materia 
dential. The personnel of our organi- | which should appear in every Hous: 
zation know of this advertisement, Organ. Weisert Letter Shop, Stark 
Box 3666, ADVERTISING AGE, Cheo. | Bldge., Louisville, Kentucky. 
J. R. HASTINGS tributing company’s Kansas City 
New York, April 7.—John R. branch in 1902, became manager of 
Hastings, 63, a member of the the New York branch in 1927, om 
executive committee for the gen-| W@S elected vice-president in 1939 
eral management of the Hearst a 
newspapers and former managing D. E. THOMPSON 


editor of the old New York Journal, 
died April 2 at the Columbia-Pres- 
byterian Medical Center. 

Before joining the Journal, he 
was assistant city editor of the New 
York Times for a time, and staff 
writer for the old New York Globe. 


Rochester, N. Y., April 7.—David 
E. Thompson, for nine years on 
the advertising copy desk of the 
Rochester Times-Union, died at his 
home here April 2. 


J. A. SHEERAN 

April 8. — 
vice-president 
department of periodicals, 
News Company, died 
after an illness of two 
months. Mr. Sheeran joined the 
company in 1904 and became vice- 
president in 1939. He was 62. 


H. W. WHITNEY 


Chicago, 
Sheeran, 
of the 
Western 
March 30 


Joseph A. 
C. B. WATT in charge 

Toronto, Ont., April 7.—Claude 
B. Watt, former advertising man- 
ager of General Motors Products of 
Canada, Ltd., Oshawa, died here 
April 4. Mr. Watt joined the Gen- 
eral Motors organization at Winni- 
peg in 1926, and went to Oshawa in 


1928, becoming advertising man- 
ager two years later. Buffalo, N. Y., April 8.—Harry 
see W. Whitney, past president of the 
L. S. HUMES International Affiliation of Sales 
Hamilton, Ont., April 7.—Louis and Advertising Clubs and_ past 
Samuel Humes, directory advertis-| president of the Greater Buffalo 


ing sales supervisor of the Bell} Advertising Club, died at his home 
Telephone Company of Canada, here yesterday. 
died April 1. Born in St. Paul, 


HUBERT ROEMER 

New York, April 7.—Hubert 
Roemer, formerly advertising miun- 
ager of the European edition of the 


Minn., he has been associated with 
the company since 1927. 


W. J. SPILLANE 


New York, April 8.—William J.| New York Herald Tribune, died of 
Spillane, 54, vice-president of the| pneumonia here April 5. He was 
American News Company, died|42. For the past several montis 
yesterday in Doctors Hospital. Mr.| he had been on the advertising 


Spillane joined the magazine dis-| staff of The American Weekly. 


Where the prospect can immediately 
obey your urge to BUY 


There's double advertis- 
ing and double selling value 
in this novel double-face display 
at point-of-purchase. Different mes- 
sages for the two sides are printed on 
a heavy paper sleeve which slips over the 
wire shoulders of a metal stand. Economical 
because stand can be used over and over 
again with new and different sales messages. 
Can be made any size sturdy and durable. 
Ask to see one = Call, Telephone or Write No Obligation 


MAGILL-WEINSHEIMER COMPANY 


Producers Making Advertising for over 


1320-1334 S. Wabash Ave. - Phone CALumet 7200 - Chicoge 


| 


WASHES In 


al 


16 years 
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Sales 
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ADVERTISING AGE 


33 


_ STANDARD 


_ THANK YOU, CHARLESTON 


Oe VE BEA KEEPS US PABST BiWE R/BBON 
DOTTLES TWHCE AS BUSY SIME BEER CAMS WERE 


! 


You Get More Beer For Your Money! 
A Full Quart... Five Glasses... Jumbo ls 
2s Times Bigger Than Standard Bottle! 


om r 33% 


ST SELLIMO QUART Im michioam 


COMMEVE MATHIAS fo US 
ow 


BUCKEYE QUARTS 


‘AND "JUMBO" BOTTLES SHOULDER THE BEER BURDEN 


i | 


ude 
Gas’ DRAUGHT FLAVOR 
IN A BOTTLED BEER 


Ne ieee 


Tin is gone for the duration but there'll be plenty of the bottled product, including a big “Jumbo” full-quart size, as the nation's 
breweries continue conversion of packaging from the popular tins to bottled beer. 
being used are two stressing the quart container as both patriotic and economical. 


Included in these samples of current copy 


Sizes Feature New 
Brewery Campaigns 


(Continued from Page 1) 


apart, and it was followed by ad- 
vertisements of the same size in 
all major markets of Michigan. 
The same papers are also carrying 
124-inch single-column ads three 
times a week. 


Use Hillman Commentary 


Supporting the newspaper cam- 
paign is a radio news program over 
WXYZ and the Michigan Network, 
Monday through Friday, at 9:30 
p. m., EWT. The 15-minute pro- 
gram, which originates in Washing- 
ton, features news commentators 
William Hillman, Collier’s Euro- 
pean correspondent now in Wash- 
ington, and Ernest Lindley of 
Newsweek's Washington bureau. 

Although not yet decided, proba- 


bilities are that outdoor will be 
used later to round out the cam- 
paign promoting the “Jumbo” bot- 


tle. Maxon, Inc., is the agency. 

Buckeye Brewing Company, To- 
ledo, in large-space newspaper 
advertisements illustrates its full 
quart size of Buckeye beer and with 
an accompanying arrow points out 
that it saves tin, cork, distribution 
time, bottles, transportation, paper 
labels and labor—materials and 
time which may be better used in 
the war effort. 

Promotion centered on the quart 
bottle is viewed as being particu- 
larly significant as it may point up 
i new trend in the brewery busi- 


_ Bottles and Bigger — 


ness. With cans blitzed by the tin 
shortage, and the cork situation 
tightened, the brewers are eyeing 
optional ways of marketing their 
product which will steer them clear 
of critical materials. 

Brewery copy stressing the ne- 
cessity of returning bottle caps is 
being employed in some cities and 
the trend to the larger bottle may 
be an answer to cork conserva- 
tion. After all, the cork neces- 
sary to seal a “stubby” or pint-size 
bottle is the same as that required 
for a quart or a half-gallon. 


_CARLING’S CENTERS 


ON NEWSPAPERS 

Cleveland, April 9.—Advertising 
of Carling’s ale and Black Label 
beer will be centered principally in 
newspapers, with the largest pro- 
motional budget ever advanced by 
the company, Brewing Corporation 
of America, slated to be spent in 
1942. BCA’s president told a meet- 
ing of Carling distributors that he 
was determined to resist a _ price 
rise for the beer. 


AIMS AT QUALITY MARKETS 

Milwaukee, April 9. 
for the quality market with re- 
strained copy which it believes is 
effective and_ distinctive, Blatz 
3rewing Company launched news- 
paper copy in major markets and 
training centers last week. 

The new campaign will utilize 
newspapers, magazines and out- 
door, all emphasizing a theme built 
around quality and distinction. For 
example, one newspaper advertise- 
ment stresses the “authority” of 
Blatz, saying that no other city in 
America likes beer as well as Mil- 
waukee and that it is “doubly sig- 
nificant that Milwaukee prefers 


Shooting 


| Blatz above all other bottle beers.” 


Advertising 


more annually. . . 


Manager 


IF YOUR COMPANY PURCHASES advertising and 
promotion materials to the extent of $100,000 or 


IF YOU WANT TO COORDINATE the buying of 
those materials under one efficient head. . . 


IF YOU WANT TO ACCOMPLISH dollars and cents 
savings without sacrificing effectiveness . . . 


I would like to talk to you and show you what I have 
done for several companies. I am essentially an 
expert on the buying and production of advertising 
and sales promotion printing and materials. My 
experience includes large-scale production both for 
4-A agencies and a manufacturer . . . Address: 
Post Office Box 551, Grand Central Annex, N. Y.C. 


Production 


“Be, 


The magazine campaign _ got 
under way earlier in the year, using 
quarter-pages in Collier's, Esquire, 
Fortune and Life. Copy black 
and white, and displays what the 
Blatz brewery’s agency. Henri, 
Hurst & McDonald, calls a distine- 
tive use of black and gray shading. 
Outdoor promotion will begin 
shortly. 


STRESSES POINT-OF-SALE 

St. Louis, April 9.—Anheuser- 
Busch has just finished putting the 
final touches on new point-of-pur- 
chase advertising material which 
will soon be ready for distributors. 
The new displays will feature the 
company’s Budweiser beer, and will 
strike a unique note in that the 
product is kept in the background 


is 


|rather than spotlighted. 


'in bottle, tap or cans 


The company feels that the dis- 
plays have new clutch on the 
psychological purse-strings, since 
they will stress not beer, but the 
welcome and warm friendliness to 
be found inside the tavern. Typical 
headlines are “Come in—you'll feel 
at home,” and “Come in—meet 
your friends.”” The company rea- 
sons that many people, only occa- 
sional drinkers, avoid taverns. By 
means of the new displays, with 
Budweiser only incidentally men- 
tioned, they hope to remedy the 
situation. 

D’Arcy Advertising Company 
the agency. 


USES ‘ONE WORD’ COPY 
Philadelphia, April 9.—Spring 
and summer advertisements for C. 
Schmidt & Sons will confine the 
description of Schmidt's beer and 
ale to one word. This utilization of 
panel poster technique in news- 
paper copy will be featured by 
photographs which fit the one word. 
Typical copy shows a patriarchal 
white-bearded composer sitting be- 
fore a piano. The one word in this 


a 


is 


case is “mature,” and a glass of 
beer, the company’s signature, an 


appeal for defense bond buying and 
the seal of the Brewing Industry 
Foundation complete the advertise- 
ment. Similarly, a photograph of a 
clarinet teamed with the word 
“mellow,” and a picture of a man 
idly afloat in a pool of water brings 
the word “cooling.” 

Al Paul Lefton Company directs 
the account. 


GRAIN BELT GUARANTEED 
Minneapolis, April 9.—Minne- 
apolis Brewing Company, with 
$200,000 advertising budget for 
1942, starting a new drive for 
Grain Belt beer featuring guarantee 
copy which “We guarantee 
every drop (including the last one) 
on a money- 


1S 


a 
1S 


says: 


back 

Principal media will be outdoor 
and newspapers in five Northwest 
states: Minnesota, the Dakotas, 
Iowa and Wisconsin. Ninety-seven 
principal dailies and weeklies in 
these states will be used, with ads 
ranging from three columns to full 
pages. 


} 9 
Dasls. 


Frank Kiewel, the company’s 
advertising manager, cites the pro- 
gram of two years ago, when each 
case of Grain Belt beer was guar- 
anteed, carrying a coupon for re- 
funds for customer convenience. Of 
20 million case customers, only 756 
asked for refunds. 


Brings Out New Ale 


In laying out the details of the 
campaign soon to be launched, 
Sales Manager Dick Robert an- 


nounced that a new product, Min- 
nehaha ale, will make its appear- 
ance about May 1. Batten, Barton, 
Durstine & Osborn, Minneapolis, is 
the agency. 


STRESSES HEAVY PROMOTION 

Dubuque, Ia., April 9.—Intensive 
promotion in a small area is being 
employed by the Dubuque Star 
Brewing Company for its Dubuque 
Star beer. In its trading area, the 
company uses newspaper, outdoor, 
radio and point-of-purchase adver- 
tising. Newspaper insertions aver- 
age 420 lines weekly in the Du- 
buque Telegraph Herald, with other 
copy appearing occasionally — in 


newspapers in the marketing area. 


An unusual feature of the brew- 
ery’s promotion is the “Dubuque 
Star Sportscast” over Station 


KDTH, Dubuque, which features a 
quiz telephone call to tavern own- 


ers. If the owner answers cor- 
rectly, he gets five dollars, if he 
fails, five dollars goes to any 


charity he may name. Meantime a 
brewery salesman, celebrating the 
eall, has purchased free beer for 
all tavern guests. Outdoor is em- 
ployed on highways in the Dubuque 
area. W. D. Lyon Company, Adver- 
tising, Cedar Rapids, is the agency. 


CHAMPIONS FEATURED 
Manitowoc, Wis., April 9.—Oper- 
ating on the premise that beer is 


basically a farm product and that 
Wisconsin primarily a farming 
state, Kingsbury Breweries Com- 
pany conducting an advertising 
campaign which glorifies Wiscon- 
sin’s livestock. 

Permission was obtained from 
the Wisconsin Department of Agri- 
culture to contact all state fair 
grand champion trophy holders and 


is 


1S 


the owners of these animals agreed 
to their portrayal in Kingsbury 
advertising. The campaign was 
started in Fond du Lac and to date 
a grand champion Clydesdale stal- 
lion and a prize-winning Irish set- 
ter have been shown in newspaper 


Wisconoinsa Grand Champion 


Mees another grand hampron’ iy cme to 
get ecquecared ch Kingsbury Pete Bees 


Re prowd of the beer you drink end eres 


advertising and on 24-sheet posters. 


A prize cockerel and a champion 
brown Swiss bull will be featured 
soon. 

Daily newspapers are being used 
in Wisconsin and in neighboring 


states where the company has dis- 
tributors. A four-page rotogravure 
tabloid, “Review of Wisconsin's 
Grand Champions,” is being 
distributed with Wisconsin dailies 
providing a_ circulation of some 
700,000. In addition, 100 per cent 
outdoor showings are being made 
in Wisconsin. The John Barnes 
Advertising Agency, Milwaukee, 
handles the account. 


MAILING SERVICE 


Multigraphing -— Filling-in 
Addressing -Mimeographing 
THE LETTER SHOP, Inc. 


| 440 S. Dearborn St. Wabash 8655 


also 


RED NETWORK 
Represented Nationally by NBC 


4m WRC 


OF NATIONAL BROADCASTING CO. 


York—Chicago—San Francisco—Boston—Cleveland— Denver o 


980 KC 5000 WATTS 


Spot Sales Offices in Washington — New 
Hollywood 
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Tru-Test Searches 
for Hardware 
Replacement Lines 


(Continued from Page 1) 


the product of many years of resist- 
ance to change and modern mer- 
chandising methods. In the be- 
ginning of the age of refrigerators 
and electric appliances, hardware 
stores were considered natural out- 
lets by manufacturers; the fact that 
many of these products were mar- 
keted through appliance stores, re- 
tail chains and mail order retail 
stores in later years is a reflection 
of the lethargy encountered by 
manufacturers when they tried to 
swing the hardware stores away 
from harness, nails and wrenches 
to the bonanza represented in the 
appliance market. 

Having lost the marketing oppor- 
tunities which they should have 
shared as original outlets, the earn- 
ings of hardware stores were fur- 
ther whittled away by the rapid 
encroachment of retail chains into 
the hardware field. Automotive 


supply stores, variety stores, mail 
order retail stores and five-and-ten | 
cent stores all began to sell lines 
which were once exclusively resi- 
dents of the hardware bailiwick. 
Largely to offer the independent 
hardware dealer and distributor an 
opportunity to enjoy a small portion 
of the benefits accruing to mass 
marketing and merchandising, Tru- 
Test came into being six years ago. 
Since that time, operating largely 
as a merchandising office and build- | 
ing up a complete private brand | 
line, the company has grown until | 
it serves 34 large distributors, and 
through them some 8,000 to 10,000 
hardware dealers. To its distribu- 
tor organization, and through it to 
the dealers, Tru-Test offers promo- 
tional services, catalogs, sales man- 


uals, dealer aids and a monthly 
house organ. 
The biggest service, probably, 


that Tru-Test has offered its cus- 
tomers is scientific buying and mer 
chandising. Chain retail outlets 
habitually keep a careful check on 
stock and avoid inventories of items 
known to be slow moving. Inde-| 
pendents, on the other hand, had 
often stocked up on a wide range)! 
of items, many of them slow mov- 
ing and many independent stores 
had no notion of stock control what- | 
ever. 


| stoves; 
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By means of the U. S. Census of outlets. Bathroom and closet ac- | A SAFE PLACE 


Manufactures, Tru-Test was able to 
show its customers that the 10 best- 
sellers in the hardware field were: 
tires and inner tubes; paint, var- 
nish and lacquer; refrigerators; lub- 
ricating oils; fertilizers; radios; 
electrical appliances; bat- 
teries and battery parts; and roof- 


ing. These, Tru-Test pointed out, | 


were the lines that could be counted 
on to sell and sell quickly. 


° | 
That was, of course, in pre-war | 


days. Today that list of best sel- 
lers would find only roofing and 
paint comparatively untouched by 
curtailment. 


Now Hunts Substitute 


How to keep dealers’ doors open 
thus became the major problem. 
Tru-Test has gone to work on the 
problem of finding saleable substi- 
tutes, and—again working from the 
Census of Manufactures — has 
established a list of alternate prod- 
ucts which should enable hardware 
dealers to carry on. The company 
recommends a revival of hardware 
stores’ gift departments, heretofore 
a weak spot, which can sell paper 
goods, leather gifts, and wooden 
articles. A glassware and dinner- 
ware section fits in nicely with the 
many kitchen and dining room ac- 
cessories now sold by hardware 


THE 


The newspaper 


The Good Citizen: The Press-Scimitar 
sponsors a YMCA’ “Man-For-Boy” 
Cinb, underwriting “Y" memberships 
and camping trips for boys .. . its 
Cynthia Milk Fund provides milk for 
needy children .. . it is the official Boy 
Scout paper, carrying a weekly page 
of Scout news . . . 250,000 Mid-South 
children participate in The Press- 
Scimitar’s annual Spelling Bee... 1000 
boys are enrolled in The _ Press- 
Scimitar’s Junior Aviation Squadrons. 


The Memphis Press-Scimitar 

| rT) Commercial Appea ’ re} 
resented by the National Adver 
tising Department of Scripps 
Howard Newspapers 


MEMPHIS PRESS-SCIMITAR 


GOOD CITIZEN 


influence in its own city. 
life—the births and the deaths, 


promotions and the bankruptcies 


holds a community together. 


- 


F i 2 Fig 
is 


There is no force which can remotely approach the newspaper's 
As the mirror reflecting every facet of daily 
the marriages and the divorces, the | 


the newspaper is the plastic which 


@ But quite apart from its function of reporting news, the news- 


paper has a role of even greater stature 
In this role, it is vitally conce 


the role of a leading citizen, 
rned with all the problems of com- 


munity betterment. As the medium of expression reaching the most 
people, with the ability to influence people the most, the newspaper is 
easily the most effective force for good in any city. 


@ It isn’t crusading for a newspaper to ask for more parks, for 


finer schools, for new hospitals. 
certainly of the leading citizen. 
better government, for various 


any worthwhile movement whic 


This is the part of any good citizen— 
Campaigning for charity funds, for 
youth programs—indorsing, in fact, 
h will benefit its city—these are the 


accepted activities of the newspaper. 


@ No newspaper in America has done more for its own city than 


The Memphis Press-Scimitar. 


No newspaper has any finer record of 


significant civic accomplishments. It is for this outstanding fulfill- 


ment of its role as a leading 
earned the profound respect and 


citizen that The Press-Scimitar has 


the confidence of its readers. This is 


why The Press-Scimitar is a great newspaper—why it is so tremend- 
ously productive for advertising. 


cessories offer a big market, too— 
and this is the place where the cos- 
metics come in, such as packaged 
soap and bath mitts. 

About a month and a half ago, 
Tru-Test took a big step into war- 
|time marketing. It decided to put 
its distributors in the furniture 
business, and since that time has 


developed a complete line of fur-| 


niture. Tru-Test distributors have 
already placed orders for model 
stock. As sketched by the company, 
distributors order a model stock, 
‘entailing the items Tru-Test con- 
siders most likely to have a quick 
turn-over. The distributor then 
shows the stock to the dealer, who 
can order a similar stock for his 
store. 

In stepping into the furniture 
field Tru-Test follows the dictates 
of many marketing prophets, who 
have predicted that furniture is the 
heir apparent to the throne once 
held by the automobile industry. 
In another sense, the step is ven- 
turesome because the furniture 


producer, in normal times, than the 
hardware business. That some 


into the other does not seem to dis- 
may the company. 


Orders Trim Materials 


| From another angle, too, the fur- 
niture business has not escaped 
| scot-free from the civilian curtail- 
'ment orders. Freeze orders have 
blasted down and kapok, the two 
most popular fillings for uphol- 
stered pieces, and the spring situa- 


tion may become increasingly tense. | 


Early in March, Tru-Test held a 
distributors’ meeting to discuss fu- 
ture merchandise plans. At that 
|time the distributors made _ their 
commitments, arranged for toys in 
the pre-Christmas catalog, and Tru- 
Test’s toy buyer set off for New 
| York to negotiate the purchases. By 
|such forehanded methods Tru-Test 
/expects to maintain its competitive 
| position against the retail chains’ 
pressure. 
curtailments, it is ideas that pay off, 
| and more than one former competi- 
tor wrote letters of inquiry to Tru- 


Tru-Test distributors 
furniture lines. 

Looking back at the list of the 10 
best sellers of two years ago, and 
realizing that there will be no Cen- 
sus of Manufactures this year, it 
becomes apparent that the job of 
producing alternate products like 
getting rabbits out of a hat is both 
difficult and necessary. Tru-Test’s 
| president, L. L. Oakes, admits that, 
| but puts the company’s position in 
these words: “We’re doing all we 
can.” 


would sell 


business is a bigger dollar volume | 


dealers might be enticed from one | 


In the pinch of wartime | 


Test when it became known that) 


| 


| 
| 
| 
} 


Or OD - 


| 


| 
| 
} 


CBS offices and studios in the Palace 
Hotel, San Francisco, seem to be close 
to the right kind of shelter, as Charles 
E. Morin, CBS San Francisco manager, 
is pointing out to (left) Marie Houlahan, 
publicity director; Wayne Steffner, San 
Francisco manager of Radio Sales, Inc.; 
and Ed Larkin, CBS account executive. 


Starts Songs on Cards 


| George Goodwin, New Yor! 
music publisher, has inaugurated ; 
“pocket” music library service fo 
advertising agency radio producers 
called Tune-Dex. The file, printe: 
on 3 by 5-inch cards, contains 
miniature professional copy of eac! 
| hit tune together with informatio: 
on publishers, licensing, and avail- 
able arrangemenis. 


Barnhart to KXEL 


L. D. Barnhart, formerly pro- 
fessor of radio and production man- 
ager of WKAR at Michigan Stat: 
College, East Lansing, has resigned 
to become program director of 
KXEL, new 50,000-watt Waterloo. 
Ia., station and KBUR, Burling 
ton, Ia. 


Starts Roto-Magazine 


The Louisville Courier-Journal 
will merge its rotogravure and 
Sunday magazine sections in a new 
feature to be known as the Roto- 
| Magazine, effective April 19. The 
newspaper has issued a new combi- 
nation rate card to cover daily and 
Sunday and black-and-white and 
color insertions. 


Dent Named V.-P. 


National Radio Records, New 
York, has appointed Fulton Dent 
vice-president in charge of opera- 
tions. He was formerly radio direc- 
tor of the Heffelfinger Agency, New 
York. 


Star Opens New Unit 

Star Advertising Distributors, 
| Brooklyn, N. Y., has opened a new 
operating unit at 376 Market street, 
Newark, N. J. 


LOOK WT UP in 
| the MARKET DATA BOOK' 


CONSUMER MARKETS EDITION 


* 


BUSINESS PUBLICATIONS EDITION 
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OF THE WEEK 


POSTER-CRY ADAPTED TO WAR 


4% Met, hs ande— How? 


104 — 2 POR 254 AND I5« 


The long-used slogan, "Watch his smoke," is brought up to date with an extra 

word, "Now!" on this painted bulletin for A. Sensenbrenner Sons, maker of Santa 

Fe cigars, along Wilshire boulevard in Los Angeles. A red neon flasher illuminates 
the cigar. Erwin, Wasey & Co. is the agency. 


TO THE SERVICE MEN'S MARKET 


ee nn \ | arc SUPER 
C 
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Schick, Inc., is using these full-color display cards in an introductory drive on its 
new electric Super shaver. They are intended for counter or window use. 


SURREALIST ART ADOPTED FOR SERIES 


"vs. 


we 


. , whee aa greatest mews story It's up ¢ 


Kopr 


KOPPERS 


THE INDUSTRY THAT SERVES all INDUSTRY 


R : 
STATES o WAR: BONDS AND STAMPS 


This the first in the new series of Koppers Company advertisements paying 

tribute to war production of key industries. Surrealism in the illustration presents 

ve wholly unrelated elements, drawn in minute detail, combined with an eye to 

dramatic design and indicating rather than definitely presenting @ composite 

Picture idea. This art style will be employed throughout the series. (Story on 
Page 13.) 


suy UNITED 


MISS VICTORY 


Greetings from this young lady are in 
store for editors who attend the Victory 
Conference of the National Council of 
Industrial Editors Associations at Chicago 
May 14-16. (Story on Page 14.) 


TOILETRIES DISPLAY 


a COLTRT TOVLET BEEOS AY POPE AR Paice a 
’ : as) 


Einson-Freeman Co. produced this new 

display for the United Drug Co., using 

a three-dimensional stag head trophy, 

hung on a simulated leather background. 

It illustrates in full color the Stag line 
of nine items for men. 


JOHNNY FIFER 


The trade character of Pfeiffer Brewing 
Co., Detroit, comes to three-dimensional 
life in this statuary display created by 
Ad Art Statuary Co., Cleveland, for 


point-of-purchase use by distributors. 


Around the table at the Eastern Industrial Advertisers’ meeting in Philadelphia 

April 2 are Willard G. Myers, president of the New York agency which carries 

his name; J. S. Hildreth of the Chilton Co.; S$. D. Distelhorst, Cochrane Corp.; 
and D. C. Roberts of the Myers agency. (Story on Page 22.) 


HURLING ONE FOR UNCLE SAM 


rie’s Pitchi: S Té 
Back Him Up — % 


Diclhaw ate too 


NATIONAL BANK OF DETROIT 


COMPLETE BANKING AND TRUST SERVICE 


Detroit Tiger baseball fans will view this new four- color painted board beside 

the scoreboard at Briggs stadium April 14, the season's opening day. The appeal 

strikes @ new note in bank advertising in the Detroit area. The National Bank 

of Detroit is also taking quarter-page space in the sports sections of three dailies 
to reproduce the same message. J. L. S. Scrymgeour is the agency. 


TELECHRON STARTS VICTORY TIME DRIVE 


John Birge, advertising manager of Warren Telechron Co., Ashland, Mass., 

(right) and Luis Weil, N. W. Ayer & Son account executive, watch a Telechron 

employe pack one of the first clocks to leave the plant with the hands pointing 
to the new "V for Victory” time, 12:55. 


MAKING THE WISH COME TRUE 


) Devisar ro A THOUSAND 
DIFFERENT THINGS... 


TOCREETD CRETLLENT FLarime @eaciries 

T1CTOOES Om FFNE OUT OF OFF Heer TOWEMewenTS TO Gare 

Da en et ee 
fon Gages © SFNEE OFFS termes teen 


TRE BMEATENT Tooacd Awe 1570 44 88@if 


A novel way to merchandise golf clubs, this illustration and copy constitute the 

first advertisement of a new 1942 series being prepared by Hugo Wagenseil & 

Associates for Crawford, MacGregor, Canby Co., Dayton, O. The opener, 

appearing in the March issue of Golfing, urges sportsmen to satisfy that desire 
for a new set of MacGregor Tourney clubs. 
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ITS A LAW--- 
And No Advertiser Can Get Around It 


| HERE is a law regarding newspaper circulation and 
its relation to productive advertising. It is a law of 


human behavior, of human habit. 


If the advertiser conforms to the law it will protect him 
and help him. If he does not he pays a penalty—in cash 
losses. 

# * # 


We refer to the law of Audience-Per-Copy. 


Audience-Per-Copy means exactly what it says: the number 
of people who read a single copy of a newspaper. Is it 
one reader per copy—or two—or three—or more? That 
is the fundamental question. It has always been the fun- 


damental question, whether recognized or not. 


The Chicago Daily News is a maximum audience medium 
for the advertiser. As a home publication The Daily News 


averages three readers for each copy. It reaches the family 


as a reading unit as contrasted with the one-reader-per- 


copy type of medium. 


Moreover, The Daily News readers are home readers — 
1,250,000 eager, intelligent readers—with the means to 
sustain an ambitious standard of living. Home readers 
who scan the pages leisurely and thoughtfully in the best 


reading environment. 
if % % 


In 1941 The Chicago Daily News published MORE 
General Display Advertising than any other paper in the 
United States, morning, evening or Sunday.* The adver- 
tisers who made this commanding total received a com- 
manding media value, giving them quick and concentrated 


sales action. 


They did not pay for wasteful duplication. They got 
° - - xX 
maximum return for minimum cost — because three 

readers per copy are better than one! 


Reported by Media Records, Liquor linage omitted. 


AUDIENCE-PER-COPY—that's what counts! 


THE CHICAGO DAILY NEws 


The Newspaper of First Importance 


In the Important Chicago Market 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


7 NEW YORK OFFICE: 9 Rockefeller Plaza 
. SAN FRANCISCO OFFICE: Hobart Building 


a 36 ee | 
= —— SE > —— ——_ = 
“ea a 
aN _ u _ - m . Ra 7 ; DP: . = 
Ce r 7 coors = 
= 
ms. 
| “3 
4 re © re better thu Litp 
' UM, Tl’ (Ht, 
ay | 
Pe | a: | ' 
ox. | Pee ad ee ’ 
baal ; : 
-_ < : cr al ,™ 
a = < { 
~ ’ ean eee W.¥ b 
* ied ¢ = SY ~ = Vigs | 
x i . cee iN ‘ 
bs ay A \\ N/A Ss 
se | 4 Reg : ‘ 
ci el i a é * os & y. fi : 
> = ( / Lah. SS ' —-\. lG : | 
ee y ==: —_ 
Fs | OL. TN i 
q 
a | | | 
i“ ” | | 
a : a | 
— | 
s | 
ot | eC 
| | 
os | a 
7 | ee | 
eal 
a 
= 
7 a | 
i. - 
| ——< oC 
| Se 
gt ae ee oa age Oe a Fak ve PE oe te fh) nl es ae Mee! eg, Ce ss eee ad a Se Oe See ee, (ee 5s RS A eM NR 


